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toward St. Louis. ‘The Louisiana Purchase Exposition 

will be the greatest affair of the kind ever seen in this 
or any other country. The interest which a World’s Fair 
excites is greater proportionately in the small towns than in 
the large cities. Various reasons have been assigned for 
this, and perhaps the most cogent one is the fact that the 
people in the cities are able at any time to see so many of 
the varied industries, art and scientific collections which go 
to make up a great Fair. 

We are furnishing our subscribers each month with 
pictures and descriptions of the progress of the Fair, and 
we know that these illustrations and articles are eagerly 
sought. 

The fact that our MAGAZINE will be published with- 
in sight of the World’s Fair grounds, where our building, 
the finest publishing plant in the world, will be seen by 
every visitor, gives an added value to our advertising 
columns for the next two years. 


1,500,000 Copies Every Issue. 


Each copy goes out in a separate wrapper—entering 
one out of every fifteen homes in the United States. 


This Is 100 per cent Circulation. 
Every Copy “‘ CIRCULATES.” 


The Woman’s Magazine, 


(LARGEST CIRCULATION IN THE WO ) 


F OR the next year the eyes of the world will be turned 





St. Louis, World's Fair city) Mo. 


Western Representative, GEO. B. HISCHE, Hartford Building, Chicago. 
Eastern Representative, A. A. HINKLEY, Flat Iron Building, New York. 
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Advertisers use liberal space in 
THE MINNEAPOLIS TRIBUNE. 


Larger total than in any other Minneapolis daily. 
For the first three months of this year The Tribune 


~” 32,700 


agate lines more than the second-paper-in-circula- 
tion. 


The average circulation per issue of The Sunday 
Tribune, for the first quarter of 1904, was 


68,682 


(more than double that of any other Sunday paper 
in the Northwest). 


The daily average of The Minneapolis Tribune 
for the three months, to March 31st, was 


85,394 


which is more than 20,000 per day over and above 
the next paper. 
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EXPORT 


AN IMPORTANT 
JOURNA 


ie 


THE INTERNATIONAL REVIEW, PUB- 
LISHED IN FOUR LANGUAGES BY 
THE GREAT DUN MERCANTILE 
AGENCY—WHERE CIRCULATED AND 
HOW—AMERICAN EXPORT TRADE 
IN ITS INFANCY—WHAT FOREIGN 
BUYERS WANT. 


American “expansion”? Well, 
the magazines have printed some 
spectacular articles about it, and 
the newspapers have whooped ex- 
ultantly. This is well enough, in a 
way. But as a matter of plain 
figures American foreign trade 
amounts to very little as yet. We 
sent abroad last year $1,420,137,619 
worth of merchandise, or about 
double that of ten years ago. Two- 
thirds of this was the product of 
farm and mine, however. Only 
one-third was manufactures. We 
sell breadstuffs and minerals be- 
cause the foreigner comes for them, 
and we also sell machinery for 
pretty much the same reason—the 
foreigner has discovered that we 
have it for sale. The real develop- 
ment of our foreign trade has 
hardly begun. But the idea is 
planted, and that’s something. Ten 
years ago the American manufac- 
turer knew nothing about foreign 
markets, and didn’t care. To-day 
he knows little more, but wants 
to know. Which is encouraging. 

The first step in attracting the 
attention of the foreign buyer is 
giving him something to read. 
England, Germany, Switzerland 
and other natidns older in world 
trade found this out a good many 
years ago, but the American is just 
beginning to see the value of ex- 
port journals. The 1903 issue of 
the American Newspaper Directory 
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lists but a half-dozen export pub- 
lications, and these are sup- 
plemented by a few private or- 
gans published by export firms. 

At this stage of our export trade, 
therefore, the new International 
Review, published by the great 
mercantile agency of R. G. Dun & 
Co., is of the first importance. 
This journal was started a year 
ago, very quietly, and has just 
begun to be a factor in its field. 
With the birthday number, issued 
in March, a regular circulation of 
20,000 copies monthly was an- 
nounced, which far surpasses any 
other publication of its class. 
Furthermore, the journal is pub- 
lished in four languages—English, 
German, Spanish and French—and 
is said to be circulated through the 
foreign branches of the agency in 
a way that puts it into the hands 
of fully 150,000 foreign buyers all 
over the world at least four times 
a year. It is a large, handsome 
trade paper of 100 pages, contain- 
ing illustrated articles about Am- 
erican manufactures and_ re- 
sources, with a large volume of ad- 
vertising of American manufac- 
turers. It contains also a digest of 
the commercial news of the world, 
and gives especial attention to op- 
portunities that exist for trading 
in foreign countries. 

“Dun’s International Review is 
part of a comprehensive plan of 
foreign development pursued by 
R. G. Dun & Co. the past five 
years,” said James L. Ewell, gen- 
eral manager of ‘Dun’s International 
‘Review at the New York offices, 290 
Broadway. “The Dun mercantile 
agency was established in 1841, and 
for fifty years has had branches in 
Great Britain and_ continental 
Europe. Since 1899 there have 
been established twenty-five ad- 
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ditional branches in Mexico, South 
America, Australia and South Af- 
rica, where there is a market for 
American goods. The purpose of 
these new Offices is to furnish re- 
ports and credit ratings on foreign 
firms for our American subscribers. 
They were founded because we 
believe that from this time forth 
there will be a steady increase in 
American export trade. The /n- 
ternational Review, furnishing a 
medium between buyer and seller, 
promotes this trade, and naturally 
increases the business of our for- 
eign branches as American sub- 
scribers request ratings of foreign 
houses. 

“Our method of distributing the 
International Review is hardly to 
be duplicated by any other paper 
or business house. The circula- 
tion of export journals is largely 
free. Foreign buyers will not sub- 
scribe to them to any extent, as 
they furnish no news or informa- 
tion indispensable to people in re- 
mote countries. The income of an 
export journal is derived through 
advertising patronage, and to give 
a circulation that will make adver- 
tising profitable it is necessary to 
put the paper into the hands of all 
important foreign “buyers gratis. 
Our foreign branch offices furnish 
us names of bona fide buyers in 
their territory, listing only such as 
the American manufacturer can do 
business with safely and profitably. 
The foreign mailing list comprises 
fully 150,000 names. We have been 
collecting these a great many years, 
and the value of the lists can be 
appreciated when it is known that 
twenty-five per cent of them are 
changed annually. There is little 
doubt that we stand alone in this 
field. The four editions of the Jn- 
ternational Review are absolute re- 
prints of one another, ads and text 
alike. The work of writing and 
editing employs a large force of 
translators, and we translate cor- 
respondence for our advertisers as 
well. The four editions are print- 
ed in New York and mailed from 
here direct to readers, with the ex- 
ception of a certain number of 
copies sent to our branches for 
distribution. Each month a fresh 
section of names is used. The pa- 
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per goes regularly to those who 
are interested enough to subscribe 
at $2 a year—we have quite a num- 
ber of paid subscribers. Four 
languages give an immense spread 
over the world’s markets. French 
is a recent addition, as we started 
with English, Spanish and Ger- 
man. It is quite probable that 
other languages will be added 
later. A Russian edition can be 
profitably distributed when the Far 
Eastern trouble has been settled, 
and so could an edition in Jap- 
anese. 

“Our first anniversary edition 
was 40,000 copies, and marked the 
first issue in French. Its distribu- 
tion was as follows: 

ENGLISH ISSUE. 


ce Britain 
Hawaiian Islands 
India 

Italy 

Japan 

South Africa 


21,000 

SPANISH ISSUE. 

Central America 250 
Cuba 1,271 
3,570 
241 
3,868 
1,400 
200 
200 


Portugal 

South America 
Spain 

West Indies 


11,000 

GERMAN ISSUE. 

Austria 326 

150 

2,472 

Holland She 
Roumania 

Switzerland 


164 
402 
200 


4,000 


Belgium 

Finland 

France 

Greece 

Russia 

Switzerl.nd 
Delivered at office 


git 
88 
1,929 
205 
942 
325 
200 


4,000 


“More than fifty pages of paid 
advertising were carried in the 
birthday issue. The manufacturers 
represented have a capitalized in- 
vestment of over $100,000,000, the 
banks in that issue have a total 
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capital of $92,034,792, and rail- represented in the Review by ad- 
roads $617,739,000. No such record vertising. The bulk of our foreign 
has ever been made in American trade is in breadstuffs, and of 
export journalism, and we have course these are not advertised. 
received many letters from our ad- But when we enter into the ma- 
vertisers saying that they have got chine field we have a good patron- 


Mr. JAmMEs L. EwELL, 
General Manager Dun’s /nternational Review. 


better results in the past’ year age. The machine men more than 
through the Review than through any other one class of American 
advertising in any foreign medium manufacturers have developed ex- 
they have ever used. port trade—particularly the mak- 

“Many lines of merchandise are ers of agricultural machinery. Six 
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cr seven years ago there was a 
notion abroad that Yankee farm 
machinery was too light, and that 
it would not stand wear. This 
mistake came of comparisons with 
clumsier European machinery. The 
agricultural implement makers 
spend a great deal of money adver- 
tising their apparatus, chiefly by 
personal demonstrations. Now Am- 
erican farm machinery is in demand 
everywhere, and it has opened up a 
market for every Yankee mechani- 
cal contrivance that will save time 
or labor. Some of our advertisers 
who make time recorders, for ex- 
ample, have had great success the 
past year. One manufacturer writes 
that he has received inquiries from 
South Africa, Argentine Republic, 
Australia, Brazil, Canada, Eng- 
land, Germany, Ireland, - Nova 
Scotia, Mexico, Spain, Austria and 
Yucatan. Another man has excel- 
lent results with his advertisement 
of merry-go-rounds, which are as 
popular abroad as at Coney Island. 
It is our experience that American 

machinery and contrivances bear 
a very good name abroad. The 
manufacturer who advertises such 
things will find the foreign buyer 
even a little inclined toward the 
American article, as being lighter, 
stronger, simpler, more ingenious, 
etc. Typewriters and typewriter 
supplies have been represented in 
the International Review from the 
first. R. Hoe & Co., the celebrated 
printing press builders, advertise 
with us, though they have never 
advertised in an export journal be- 
fore. American automobiles are 
advertised, and they sell well 
abroad, chiefly because our manu- 
facturers, with superior facilities, 
can sell them cheaper than Euro- 
pean makers. Mining machinery 
of all kinds, machine tools, pumps, 
lamps, porcelain bath tubs and sani- 
tary plumbing materials are also 
in especial demand. Machines for 
spraying paint, replacing the hand 
brush, have had a wonderful suc- 
cess, the Hooke Hardie Co., Hud- 
son, Mich., recently shipping twen- 
ty-five to Barcelona, Spain. An- 
other American novelty that has 
sold well is the Allen Fountain 
Bath Brush, made in Toledo. We 
seem to excell in the making of 


cements in this country, and our 
advertisers in this line have had 
good success. The first steel- 
framed building erected in Mexico, 
for example, took between 6,000 
and 7,000 barrels of cement. This 
is an indication of the demand that 
is coming when steel construction 
becomes more universal in foreign 
lands. American firearms sell well 
abroad, and so do our paints. All 
these articles -are represented in 
our pages. Some time ago I made 
up a list of commodities that are 
not represented as yet. I am sure 
that it will interest the readers of 
Printers’ INK. 

“Agricultural implements of all 
sorts are in demand, and we should 
like announcements of many things 
in this line not now represented, 
Boots and shoes of American make 


are having success abroad, and . 


there is a much wider field for 
them when manufacturers will cul- 
tivate it. Prosperity in the United 
States has delayed foreign develop- 
ment in this and other lines, how- 
ever, as the manufacturers have 
been unable to keep pace with home 
demand. While American fabrics 
have not been sold abroad to any 
great extent, the time is unques- 
tionably coming when they will be. 
We should like to have one promi- 
nent advertiser for axle grease, and 
two of prominence for bronze cast- 
ings. Other articles made in the 
United States for which there is a 
market waiting abroad are: 


Furniture, 

b Gas and oil: stoves, 

Belting, Graphite lubricants, 

Bicycles, Gas and lamp fix- 

Blacking, tures, 

Billiard tables, Hammocks, 

Carriages, Hardware, 

Chemicals, Leather, 

Clocks and watches, Liquors, 

Clothing, Jewelry, 

Collars and‘cuffs, Lumber and timber, 

Cordage and twine, Musical instruments, 

Cotton goods, Paper, 

Cutlery and edge Fountain pens, 
tools, Perfumery and cos- 

Dentists’ materials, _metics, 

Electric cars, Phonographs, ete. 

Electrical machinery, Photo supplies, 

Electrical supplies, Printers’ supplies, 

Emery wheels, Pumps, 

Enveldpes, or and_har- 

Explosives, nes 

Fertilizers, Safes. and vaults, 

Files, Saws, 

Fire alarms, Scales, 

Fire extinguishers, Sewing machines, 

Food preparations, Silverware, 

(Continued on page 8) 


Ammunition, 
Babbit metal, 
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Little Lessons in Publicity.—Lesson 31. 





The Little Owl Schoolmaster’s Night School. 


When you advertise, it is wise to select high-grade, clean, home 
evening dailies. These go home at eventide, when there is leisure 
and inclination for reading. Evening papers are given courteous 
consideration in the parlor or library. 

Use the ‘‘one paper” in ‘‘one-paper cities.” The following are 
among the few in that class: THE NEWARK NEWS, THE 
MONTREAL STAR, THE MINNEAPOLIS JOURNAL, THE 
WASHINGTON STAR, THE BALTIMORE NEWS, THE IN- 
DIANAPOLIS NEWS. . 


M. LEE STARKE, 


— ee aad Manager General Advertising, Nietanu ~~~ ye 
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Tools, , 
Umbrellas, 
Varnishes, 
“This list of articles is based 
upon inquiries received at our 
branches. Foreign buyers fre- 
quently write to us here in New 
York under the impression that we 
are exporters, asking why we do 
not keep this thing or that. Our 
agents in these foreign offices are 
men perfectly familiar with con- 
ditions in the United States, and 
in touch with the business men 
where they are located. They know 
the customs laws, tarif’s and trade 
conditions there, and assist Ameri- 
can manufacturers to locate de- 
mand and supply. They can fur- 
nish information far in advance 
of the United States consular re- 
ports, heretofore the chief source 
of news for the exporter. We re- 
fer a good many inquiries to our 
advertisers every month, and it is 
our intention to open a department 
in the International Review for 
letters from foreign buyers, in 
which will be listed the articles in 


Washing machines, 
Windmills. 


demand and the peculiarities of . 


local requirements. In addition to 
American advertisements we carry 
announcements of a good many 
foreign banks. It is a fact worth 
noting, too, that all advertisements 
accepted for the journal must come 
from thoroughly responsible houses.” 
The International Review is ne- 
cessarily an expensive publication, 
and thus far has been conducted 
at a considerable loss, it is said. 
R. G. Dun & Co. are prepared to 
spend a large sum of money to 
establish it firmly, and the ability 
to make. the journal attractive 
editorially without waiting for a 
revenue from advertisers means 
much in the way of prestige. Each 
copy mailed abroad is accompanied 
by a circular letter calling attention 
to the fact that the well-known 
mercantile agency publishes the 
International Review, which gives 
it an irreproachable standing. The 
International Review is entirely 
separate from the weekly Dun’s 
Review circulated largely in the 
United States. This publication 
has been greatly enlarged the past 
year. It is about ten years old. 
The following export publica- 
tions are catalogued in the 1903 


American Newspaper Directory: 
NEW YORK CITY. 

American Exporter; monthly; English, 
with Spanish edition entitled El Ex. 
portador Americano; circulation ex- 
ceeding 1,000. 

El Comercio; monthly; 
culation 5,875. 

El Economista Internacional; monthly; 
Spanish; circulation exceeding 2.250. 

El wi my 1 monthly; Spanish; cir- 
culation JK 

Modern Pn ol monthly; English and 
Spanish; circulation 14,083. 

Foreign Buyer; monthly; English, with 
editions in German, French and 
Spanish; circulation exceeding 1,000, 

Scientific American Export Edition; 
monthly; English and Spanish; cir- 
culation exceeding 2,250. 


The Scientific American’s ex- 
port edition is said to be read by 
foreign machinists, engineers and 
scientists rather than business men 
or buyers of things outside of ma- 
chinery. The American Exporter 
is supposed to be the best and 
oldest of the papers in its par- 
ticular class. In addition to these 
papers there are several private 
publications sent abroad to foreign 
buyers by New York export and 
commission houses. One of these 
is published by the American Trad- 
ing Company, another by Peabody 
& Co. Peck’s Buyers’ Index is a 
third. Journals of this class carry 
advertising besides that of the 
firms that publish them, but their 
circulation is believed to be small. 
The Export Implement Age, 
monthly, Philadelphia, is a semi- 
official organ sent abroad by.agri- 
cultural implement manufacturers. 

E. N. Vose, editor of the /nterna- 
—_ ‘Review, furnishes the follow- 

published b of prominent export journals 

lished in foreign countries : 


-sumemaee tle, Trade Journal, month- 


y- 

London—British and South African Ex- 
port Gazette, monthly. 

yo aaa Export-Review, semi- 
month 

Bertin -tiaport, 

Berlin—Macshinen Export, monthly. 

Berlin—Russland und Deutschland Im- 
port und Export Review. 

Zurich, Switzerland 
monthly. 

Rome—Exportazione Italiana, monthly. 

Lisbon, Portugal—O Jornal do Com- 
mercio, monthly. 

Brussels, Silalen~Maiieae de VEx- 
portation, monthly. 

Budapest—Kiviteli Szemly (Export Re- 
view), weekly. 

Bombay. India- Y -Aiidtan Import and Ex- 
port Traders’ Journal. 


Jas. H. CoLiins. 


Spanish; cir- 


Exportation, 
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FOR THE FUTURE. 


The plain pica ads of the Ladies’ 
Home Journal, now running daily 
in the New York Sun, Boston 
Herald and Chicago Record- 
Herald, have been pronounced 
good by the advertising fraternity. 

“But why does the Ladies’ Home 
Journal advertise for advertising ?” 
is asked. “Every month the busi- 
ness increases, and usually accept- 
able advertisements are left out. 
What’s the point?” 

There are manufacturers and selling 
agents reading this paper regularly who 
ought to be general advertisers. They 
would be if they only knew the selling 
force there is in reaching the consumer 
by advertising. They would like to try 
it, perhaps, if they knew how to make 
it succeed, or had complete confidence 
in some advertising agent who would 
relieve them of the details. We have 
been telling these people that the 
Ladies’ Home Journal covers the country 
so completely with its 1,000,000 circula- 
tion—entirely among women, therefore 
prospective customers—that it is suffi- 
cient to use this one medium for a 
starter. What we say seems to be in- 
terested advice. Nevertheless we have 
kept up this line of argument, believing 
that sooner or later the man who is in- 
terested will surely find out the truth of 
our statements through the success of 
his friends or competitors who are using 
our columns.—7he Curtis Publishing 
Co., Philadelphia, New York, Boston, 
Chicago. 

“No, we don’t intend to enlarge 
the Journal,” said Cyrus Curtis to 
a Printers’ INK reporter. “The 
point of the campaign is that we 
are looking out for the future. It 
takes a certain amount of new 
business to fill the columns of a 
magazine. Old advertisers drop 
out after establishing trademarks 
and demand, or go out of business 
—disappear for one reason and an- 
other. We believe that there are 
hundreds of manufacturers in New 
England, along the Atlantic sea- 
board and in the Middle West 
who have never advertised, and 
who don’t, perhaps, know a great 
deal about it. In a general way 
they have learned that advertising 
is a good thing for other people, 
but they have never got down to 
the point of looking into cost or 
plans for their own commodities. 
They don’t read the advertising 
journals, but they must read news- 
papers, and the three we have se- 
lected seem to be of a character to 


do us some good. They don’t cover 
the entire field, but they cost all 
we care to spend in this direction. 
The advertising has been running 
a month or more now, and we have 
enough copy to continue until July. 
So far there have been no very 
definite returns. None have been 
looked for so early in the cam- 
paign. Perhaps we shall get some 
letters in the course of six months 
or a year, asking ‘Please let me 
know what it costs for a page ad- 
vertisement in the Ladies’ Home 
Journal.’ When the inquirer is told 
that the price is $4,000—yes, for 
just one time!—he will be so 
shocked that we'll hear nothing 
further from him. But the very 
fact that we have been able to 
shock him proves that he is in- 
terested. He can’t see how he is 
to get his money back. But our 
solicitors will call on him—and of 
course the business arguments that 
can be brought to back up advertis- 
ing will prevail in the end. In his 
lLeart he knows that competition is 
eating into his business, and the 
new method will be reasonably cer- 
tain to appeal to him. It may take 
a year or two to bring him around, 
but the campaign is based on pre- 
cisely that delay. The copy ap- 
pears in three pretty costly dailies 
every weekday morning now, and 
sometimes the ads run to more 
than half a column of space. But 
it’s for the future. We'll make 
our point in the end.” 


INFORMATION ABOUT THE SOUTH 
THAT IS NEEDED UP NORTH. 
There are thousands of wealthy peo- 

ple in New York, Boston, Philadelphia 

and New England who would like to go 

South for the winter season, provided 

they could go, to some quiet hotel, fitted 

up with modern comforts and conveni- 
ences, such as electric lights, bath- 
rooms, etc. Many people would rather 
remain at home and face the rigors of 

a Northern winter than go to the fash- 

ionable resorts and be compelled to 

observe all the forms and ceremonies 
which are a part of life there. There 
are a number of small towns in the 

Carolinas, Georgia, Alabama, Mississippi, 

and so on, where families might go if 

they were sure of finding suitable hotel 
accommodations. Here is a chance for 
both town and doctor to attract and hold 

a profitable class of people by building 

suitable hotels, ‘and then advertising 

their readiness to accommodate patrons 
in the medical journals at a small cost, 

—Medical Brief. 
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THREE RICHMONDS IN THE 
FIELD. 


THE CHEAPEST METHOD IS SOME- 
TIMES WORTH MORE THAN THE 
MOST EXPENSIVE. 


Mr. A. A. Seaver, who has con- 
ducted practically all the news- 
paper examinations made for the 
Association of American Adver- 
tisers, has retired from the em- 
ployment of that association and 
now represents something that is 
denominated “Advertisers’ Bureau 
of Circulation Examinations, Chi- 
cago.” The aim of the bureau is 
announced to be to have “a small, 
select, confidential clientele, to 
which it can be of value.” Mr. 
Seaver’s address for April and 
May will be Stanwix Hall, Albany, 
and he invites correspondence with 
all who are interested in the enter- 
prise. A circular, just issued by 
Mr. Seaver, is so interesting to 
persons who make a study of ad- 
vertising, that Printers’ INK 
deems it worthy of reproduction 
here: 

The writer’s connection with the As- 
sociation of American Advertisers ter- 
minated April 1st, and from this date 
will be with the Advertisers’ Bureau of 
Circulation Examinations, with head- 
quarters at Chicago. 

As an evidence of the “fitness” of the 
Advertisers’ Bureau of Circulation Ex- 
aminations for its line of work, the list 
(copy enclosed) of circulation reports 
issued by the Association of American 
Advertisers shows 350 publications in 90 
cities (25 States) and all of these ex- 
aminations except the first dozen were 
made by the writer, and 200 of them, in 
69 cities (19 States) within the past 15 
months. The Association’s booklet says 
of these: “The methods have been 
honest, impartial, and businesslike; no 
report issued has been attacked as to its 
reliability and the work is commended 
by publishers.” ; 

The same accuracy and fairness that 
has been a feature of the writer’s reports 
for the Association of American Adver- 
tisers will be maintained in the reports 
of the Advertisers’ Bureau of Circula- 
tion Examinations. 

The relations between the Advertisers’ 
Bureau of Circulation Examinations and 
its clients are confidential, that is, 
neither publishers nor advertisers are 
permitted to know who purchase the re- 
ports of the Bureau. i 

Clients of the Advertisers’ Bureau of 
Circulation Examinations are not in any 
way “associated”—they simply buy such 
reports as they desire, in confidence, and 
for their confidential use. ; a 

All examinations of the Advertisers 
Bureau of Circulation Examinations are 
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made for advertisers, at the expense of 
the Bureau, and as far as possible of 
such publications as clients request in- 
formation about. 

The reports of the Advertisers’ Bureay 
of Circulation Examinations are issued 
under seven different class headings that 
clients may secure them at the lowest 
possible price without buying any that 
are not of interest to them. 

We make examinations in each city 
visited of all the papers that will ac- 
cord facilities, and also make a fairly 
accurate report of the circulation and 
standing of those papers that will not 
accord facilities, that our clients may 
have an accurate knowledge of each pa- 
per, the comparative values, and a report 
on ariy interesting local conditions. 

For the present all examinations and 
reports will be made by the writer, and 
will be confined almost entirely to cities 
with papers of 15,000 circulation and 
over, and to daily papers, with their 
Sunday and weekly issues, except where 
a sufficient number of clients may be 
found using, or express an interest in, 
the better publications other than dailies 
in a city visited. 

We invite queries from our clients on 
any local situation, or suggestions as to 
points of interest we may look up for 
them while in any city. 

The Advertisers’ Bureau of Circula- 
tion Examinations aims to give its clients 
the benefit of any sort of information of 
value to them in any field visited, and 
will thank you for any suggestions along 
this line whether you become a client of 
the bureau or not. 

* * 

Clients pledging themselves to take 
all circulation reports issued by the 
bureau can secure them for $2 cash. 

Clients pledging themselves to take 
all circulation reports issued by the 
bureau on publications that carry their 
advertising can secure them for $2.50 
each and have the option of any others 
they ‘may desire at the same price. 

Clients pledging themselves to take 
within one year at least 50 of the cir 
culation reports issued by the bureau 
can secure them for $3 each and have 
the option on any over 50 they may de- 
sire for the same price. 

Clients pledging themselves to take 
within one year at least 20 of the cir- 
culation reports issued by ‘the bureau 
can secure them for $4 each and have 
the option of any over 20 they may de- 
sire at the same price. 

Clients pledging themselves to take | 
within one year at least 5 of the cir- 
culation reports issued by the bureau, 
can secure them for $5 each and have 
the option of any over 5 they may de 
sire at the same price. 

Advertisers not wishing to pledge 
themselves to take any reports may pro 
cure them only at our discretion, and at 
not less than $1o each. 

Advertisers who are purely local may 
procure reports only at our discretion, 
and at not less than. $20 each. 


All clients of the bureau that do not 
take all reports will be furnished at 
the close of each month, or oftener if 
they desire, a list of publications on 
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which reports have been made or are 
about to be made, that they may secure 
promptly any they want. 

Advertisers, not clients of the bureau, 
may secure at any time on request these 
lists of examinations that have been 
made. 

The advertiser who avails himself 
of the service offered by Mr. 
Seaver’s association will pay not 
less than ten dollars, and for that 
will receive at least one report. 
For five hundred dollars he may 
have two hundred and fifty such 
reports. By uniting with the A. A. 
A. and paying an initiation fee, and 
one hundred dollars annual dues, 
the advertiser may get all the re- 
ports that association issues in a 
year, provided it lives so long after 
the severance of the bond or band 
that bound Mr. Seaver to it. In 
both cases the information fur- 
nished will be “confidential.” Con- 
sequently no one will have an op- 
portunity to point out faults and 
errors of which no single report is 
certain to be free. 

Secrecy is the grave of truth. 
* * 


It so happens that at this very 
time, when Mr. Seaver and the A. 
A. A. are dividing their forces, 
PRINTERS’ INK, in conjunction with 
the editor of Rowell’s American 
Newspaper Directory, has arranged 
to perform a similar service for 
advertisers for a very much smaller 
rate of compensation. The plan 
had in mind is set forth in a page 
advertisement in this issue of 
PRINTERS’ INK, which reads: 


PRINTERS’ INK OFFERS TO DC 
WORK FOR MONEY. 

Publishers in towns that support a 
daily paper, or more than one, and who 
have confidence that the more the world 
knows about them and the field they 
occupy the better it will be for them, 
their field and the world, are advised to 
read the newspaper reviews of Worcester 
and Springfield, in Massachusetts; Hart- 
ford, Meriden, New Haven, Waterbury 
and Naugatuck, in Connecticut, as pub- 
lished in Printers’ INK, issues of April 
6th and 13th; also the reviews of 
Bridgeport and other places which ap- 
pear in this issue, and to note that 
Printers’ INK is now, prepared to in- 
vestigate any field to which its attention 
is invited. 

The conditions upon which the ex- 
aminations are made and the reports 
published are these: 

Everything that appears as reading 
matter in Printers’ INK goes in free. 

The reporter who visits the field will 
report the conditions as he finds them, 
and his report wi!l not be exhibited to 
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local publishers until after its appear- 
ance in Printers’ INK. 

It is intended to visit and report upon 
every American town in which a daily 
paper is issued. The time of the visit 
and report will be at the convenience of 
PrIntTERS’ INK. 

If a special report at a speciffed time 
is required, it will be made, but in such 
case the interested parties will be re- 
quired to advance a sum sufficient to 
pay the reporter’s expenses. This sum 
will in no case be less than $50.00 nor 
in any case over $250.00, except for 
towns beyond the Mississippi, for which 
a special rate will be charged. 

Those who pay the cost of the inquiry 
will have no privileges or better treat- 
ment than will be extended to those who 
have no share in the expense. 

The benefit, if any, will come from 
having the advertising public better in- 
formed about facts and conditions as 
they do exist instead of as they are sup- 
posed to exist or did at one time exist. 

Interested parties are invited to ad- 
dress Printers’ INK, No. 10 Spruce 
street, New York. 

The careful reader will not fail 
to note that the subscriber to 
PrINnTERS’ INK will get a greater 
and better service for $5 than the 
A. A. A. offers for $100 or Mr. 
Seaver’s Chicago Bureau will give 
for $500; and the PRINTERS’ INK 
service will be open and above- 
board, so that if it contains an 
error it will stick out like a sore 


thumb. 
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The German Weekly 
of National Circulation 


LincolnFreie Presse 


LINCOLN, NEB. 
Circulation 145,448. Rate 35c. 

















Suburban Advertising 
FOR 
New York Merchants 


Big returns from the Suburban field 
await the enterprising New York mer- 
chant. For particulars of the best way 
to cover this field, send a postal to 

JAMES O’FLAHERTY 

SUBURBAN ADVERTISING SERVICE, 

22 NORTH WILLIAM ST., NEW YORK. 














CLOSE TO A MILLION FAMILIES. 
A million circulars stamped cost $13,000. 
Two full columns, 40 inches, in our 1450 

local weeklies reach these families, and 

stay with them an entire week for $2,030 

—one-fifth of a cent per family. Chowere 

are destroyed. Local papers are kept. 

ATLANTIC COAST LISTS, 
134 LEONARD ST., NEW YORK. 






















BY GEORGE ETHRIDGE,. 


CRITICISM OF COMMERCIAL ART 






A correspondent clips the 
Wheatlet advertisement marked 
No. 1 from “Medical Talk for the 
Home” and sends it in with the 
suggestion “Cleanliness is next to 
godliness. These Cupids need clean- 
ing up.” All of which tells its own 
story and points its own moral. 

This advertisement, quarter-page 
magazine size, naturally suffers 
from another reproduction, but it 
was very bad at its best. The draw- 
ing was very carefully made and 
the amount of stippling on it must 
have taken a patient and energetic 
artist at least a day. The intent 

























































































eh gualty cao tow Benen breakfast food and its 

Wich gal vercome, because when you 

ta t you oe maend soured of ail the best part of ij 
choicest seed wheat that's fit to eat—neither nitrates 

or phosphates are lost for your better health and 


In the land have sold Wheatletfor 7 
jaan Six ven ben Stamps and on $name brings 
conclu: tl 
THE FRANKLIN MILLS COMPANY, 


“All the Wheat that's Fit to Eat," 
727 Springarden St, | LOCKPORT, N.Y. 

























was good, but the result showed 
nothing but mud. 

These things are bad at their 
best, but particularly obnoxious in 
a food advertisement. 

If anything needs to be adver- 
tised in a clean, wholesome and 
attractive manner, it surely is a 
prepared food, which must come 
from the maker to our tables. 

The food advertiser needs to be 
especially careful both as to the 
copy and the illustrations he uses. 

Anything of an unwholesome na- 
























































PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


- READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGE! 






‘33. UNION SQUARE, N.Y. 


MATTER SENT TO MR. ETHRIDGE. 


ture is fatal, and anything which 
does not attract attention to the 
merits of the food advertised is of 
no use. 

In this connection it is proper to 
give most favorable mention to the 
uniformly pleasing copy used by 
the Natural Food Company. 

A good many people have said 
that the Shredded Wheat Biscuit 
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advertising was amateurish, but 
whether it is or not, it is so clean 
and pretty that it is fairly appe- 
tizing, and that is a vital point. 

Going back to the Wheatlet ad, 
the illustration marked No. 2 
shows the use of precisely the same 
subject in a way that will print. 

* * 


Here is an advertisement of the 
A. B. Chase Company, which is the 
embodiment of simplicity and ef- 
fectiveness. 

The advertiser who is under con- 
tinual strain for novelty would 
scorn to use a simple picture of the 
article advertised in connection 
with a circle with a jog in it that 
any schoolboy could make, and 


t! 
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there is where he would make a 
mistake. 


AB.GASE 


“ANO® 





Take 
Supremacy 


In Tone, Action and Durability because each 
of the 7,000 different parts receives careful. 
rigid, scrutinizing inspection. 

“Then the piano in its entirety is severely 
criticised by a corps of experts, 

If there's anything wrong, we 
wntend to find it ws you de i¢ 
we don't 


Our Warranty 
Pi 


BAB. co 


CHASE 
Norwalk, Ohio 





This advertisement is plain, but 
nevertheless so good that it is a 
model in its class. 

cd * 


* 


There seems to be no necessity 
for apologizing for reproducing 
here one of the series of Laxa-Pine 
advertisements recently produced 
by the Ethridge Company. 

The reason for reproducing it is 
simply to call attention to the fact 
that this ad, while it originally oc- 
cupied ten inches across four col- 








umns, does not look like a blotch 
on the face of Nature after being 
reproduced in a smaller form. 

This is one of the tests of an ef- 
fective advertisement. If a draw- 
ing is well balanced and if the copy 
is properly displayed, it will stand 
all sorts of ill treatment and still 
look like something. 
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The large form in which this ad- 
vertisement appeared was remark- 
ably striking on account of the 
balance of the black and white, and 
the strong, solid lines not only 
show up beautifully in a large ad- 
vertisement, but cannot run to- 
gether or get tangled up when the 
ad is reproduced in smaller form. 

Think this over. It is impor- 
tant. 

* * 

This Cresca Figs advertisement 
occupied four inches double col- 
umn in a well-printed newspaper. 
This is an excellent example of 
how not to do it. 

Here are four or five kinds of 
type, a disjointed border, confusing 








that Figs have 
character just the 
same as people? 


By carefully selecting the richest, 

tine tern ine chase 
true of figs io Figland. 
‘For sala by all leading dealers 
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display and, all in all, a mixture 
which is far from desirable. 

Those who take the trouble to 
read this advertisement ascertain 
that Cresca Figs have a distinctive 
individuality. Judging from the 
arrangement of the advertisement, 
that individuality must be of a kind 
to invite dyspepsia. 

Compare this advertisement with 
either the Laxa-Pine or the Chase 
ad, and note the difference. 

This Figs ad occupied practically 
the same space as the Chase Piano 
ad, but what a difference in the 
result! 


Manufacturers 


Of food products and other 

sold under trade mark or brand will find 
it profitable to use THE MERCHANT 
AND MANUFACTURER, Nashville, 
Tenn., as it goes direct to the country 
merchants throughout the middle 
South. f 
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THE SPURIOUS AND THE 
GENUINE. 


That the system of measuring 
newspaper circulation as devised 
and practiced for thirty-six years 
by Rowell’s American Newspaper 
Directory is more and more recog- 
nized as the. best and most practical 
one is shown in the recent attempt 
of advertising journals to imitate 
the Roll of Honor system of 
PRINTERS’ INK, without having as 
a foundation to stand upon any 
recognized definition of what is 
meant by the word “circulation.” 

Among others, Mahin’s Maga- 
zine, of Chicago, has established a 
classified department called “Daily 
Newspapers of Proved Circula- 
tion.” A portion of the first page 
of that department is here repro- 
duced, including the heading: 


necessary is to swear to some 
figures. What constitutes a de- 
tailed statement, and whether it 
shall cover the issues for a week, a 
month or a year, or may consist of 
what the newspaper man is willing 
to swear he is “going to do,” is not 
specified. 

Mahin’s Magazine is a monthly 
publication, and for cards as 
the ones above shown a charge 
ot $24 per year is made. The utter 
worthlessness of this system to an 
advertiser is plainly set forth i 
the following letter to Mahin’s 
Magazine, a carbon copy of which 
has been handed to Printers’ INK: 


Lextncton, Ky., March 10, 1904. 
Editor of Mahin’s Magazine: 

We are in receipt of yours of March 
8 urging upon our attention the “proved 
circulation” feature of the Mahin 
Magazine. We addressed your Mr. 
Mahin on this subject at some length a 





sworn detailed cit- ulation statement. 





Daily Newspapers of Proved Circulation 


No advertisements will be inserted under this heading unless the publisher furnishes @ 








CALIFORNIA 
SAN FRANCISCO CALL 


Sworn Statement: 


alversde, Doty | Circulation in n 18058. OL 054 5 


SAN DIEGO EVENING TRIBUNE 
Sworn Ciroulation 3120 
Guaranteed largest evening circulation sopth of Los Angeles, 
125 miles distant. Full associated press service. 


CANADA 


TORONTO DAILY GLOBE 
worn Circulation 46,9: 


Crodeten, tie the past i years: - 1396, 
31,214; 1898, 34,805; 1899, (37,588; 1900, ‘a. 120; 
1901, ‘4053, "1902, 44,659: 1903, 46, 77. 


COLORADO 


THE ROCKY MOUNTAIN NEWS 
Daily, 33,645; Sunday, 65,983 
‘The representative newspaper of the West. Established 1859. 
Published morning and Sunday. 
THE DENVER TIMES 
Sworn Circulation for 1903, Daily, 28,990 


The home evening newspaper of the West. Established 1872. 
Published afternooniandievening. 
































MUSCATINE DAILY JOURNAL 
Sworn Circulation 4,344 C. 

Only evening in M ine, and adver; 

tisers a daily circulation three times creates than its morving 

competitor, or no pay for space. Established i io 1840, 


OTTUMWA DAILY COURIER 
Sworn Daily Circulation 4,512 


Leading newspaper in Southeastern ‘one practically thé 
only daily newspaper in Ottumwa, a city of 20,000 people. 


SIOUX CITY JOURNAL 


Sworn Circulation 19,492 


{s read in seven out of every eight homes io Sious City, 
Morning and evening edition: 














LOUISIANA 
NEW ORLEANS ITEM 


Sworn daily average lation 1903, 15,641, October, 
16.767" Novembe ber 19,536. December, 18-369, loaner 

.395. The sticiel Journal and only two cent news 
esl in New Orlea 


MASSACHUSETTS 


SPRINGFIELD meg ) UNION 
Morning, Evening, Sunday. 
Sworn Circulation 1903 ‘Daily, 23,066 net 














The sub-head reads: “No adver- 
tisements will be inserted under 
this heading unless the publisher 
furnishes a sworn, detailed cir- 
culation statement.” It will be 
noticed that no conditions are 
made how a publisher shall arrive 
at a total of a circulation figure. 
nor is any condition imposed to 
cover any given period. All that’s 


week or two ago in response to a some- 
what similar Cae. and we can only 
repeat what we said in substance then. 
Our experience is that the newspaper 
which swears to its circulation and does 
not commit perjury is at a disadvantage, 
and will be until every advertising 
agency and newspaper directory adopts 
the rigid rating rules of Rowell’s News- 
paper Directory. 

We have for years made a detailed 
circulation statement for every issue in 
the year and reported the same under 
















oath to such newspaper directories and 
advertising agencies as made a request 
or gave any credit for same, being the 
only Lexington daily newspaper making 
such a report. As we are on record in 
directories and in our own columns with 
a sworn statement which presents our 
actual circulation day by day, there is 
no chance for us to “water” our 
figures in directories that guess at cit- 
culation or publish without question any 
figures that may be furnished them. 
One of the. most pretentious directories 
that comes to our desk gives the Leader 
in its 1904 issue credit for 3,500 on 
weekdays and 3,700 on Sunday, when 
our actual sworn average for 1902, pub- 
lished over and over again, was 3,738 
daily and 4,008 Sunday. Our _ 1903 
figures, which have also been published 
broadcast, average 3,828 daily and 4,092 
Sunday. This directory, therefore, in 
the face of sworn circulation figures, 
gives us credit for between 300 and 400 
less on each edition than we have proved 
under oath. On the other hand, i 
credits to an esteemed contemporary, 
which has never published a circulation 
statement, and is not accorded a figure 
rating in Rowell’s directory, a circula- 
tion of 1,200 greater than the Leader 
on weekdays and 1,400 greater than the 
Leader on Sunday. We are not making 
any attack upon our contemporary, and 
do not presume to say how much cir- 
culation it enjoys, but in this connec- 
tion it must be a matter of some sig- 
nificance that the Leader alone publishes 
a complete detailed circulation state- 
ment in its own columns every month 
and in Rowell’s directory every year, 
and that the Leader alone threw open 
its press room and submitted all of its 
office records to the expert auditor of 
the Association of American Advertisers, 
whose examination verified every claim 
made by our published statements. 

The directory from which we have 
quoted the above figures is not an ex- 
ception in this matter, as the Leader is 
put at the same disadvantage in most of 
the directories we have examined, and 
we believe you will agree with us that 
we actually lose prestige away from 
home, where these figures are given 
credence by people who are not familiar 
with local conditions, by publishing 
sworn statements of actual circulation 
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to be contrasted side by side with gen- 
erous guesses and “‘watered’’ estimates. 
Under the circumstances we do not be- 
lieve that we would be justified in pay- 
ing you even the modest sum of $24 a 
year for advertising the disadvantages 
of sworn circulation figures, 
Yours very truly, 
Lexincton (Ky.) Leaver. 
Sam J. Roserts, Proprietor. 


The editor of the American 
Newspaper Directory does not re- 
quire a sworn statement. What 
he wants is one that is true and 
accurate, covering all the issues 
for a whole year previous to.the 
date of the statement and signed 
by some one having the requisite 
authority. If the publisher insists 
on swearing to its accuracy he may 
do so. The perfunctory oath don’t 
hurt it much. 

What makes the Roll of Honor 
of value and gives it the reputation 
of being the most practical step in 
scientific advertising is the system 
upon which it is based. A two-line 
advertisement in the Roll of Honor 
costs $20.80 for a whole year, 
fifty-two weekly insertions, and by 
taking one additional line, which 
costs 20 cents a week, a publisher 
may state his circulation gains for 
a week, a month or a quarter just 
past, upon the basis of the same 
excellent system upon which he 
has stated his daily average for a 
year. 


“Four Kinds of Men” is a costly 
booklet from the Griffith-Stillings Press, 
Boston, describing four kinds of custom- 
ers with which every printing house 
deals. The description takes the form 
of a story, and is supplemented with 
specimens of the firm’s commercial 
printing, with particular reference to 
advertising literature and catalogues. 











paper in Toronto. The ‘‘Home’”’ 


Tribune Buildings, 





THE TORONTO STAR. 


Sworn daily average 
circulation for March, 


Big increase in circulation—old rates still in force. 


It’s the favorite medium with all local advertisers. 
carries more display advertising from local space users than any other 


The Chas. T. Logan Special Agency, Foreign Representatives, 


30,658 


THE STAR 


merchant knows. 


New York & Chicago. 
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WEEKLY AD CONTEST. 
EIGHTH WEEK. 


In response to the weekly ad 
contest seventy-four advertisements 
were received in time for report in 
this issue of PRINTERS’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
in by James P. Brown, 315 Seventh 
street, Bristol, Tenn., and it ap- 
peared in the Los Angeles, Cal., 
Times for March 31, 1904. A 
coupon was mailed to Mr. Brown 
as provided in the conditions which 
govern this contest, viz.: Any 
reader may send an ad which he 
or she notices in any periodical 
for entry. Reasonable care should 
be exercised to send what seem to 
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be good advertisements. Each week 
one ad will be chosen which is 
thought to be superior to every 
other submitted in the same week, 
The ad so selected will be repro- 
duced in Printers’ INK, if possible, 
and the name of the sender, to- 
gether with the name and date of 
the paper in which it had insertion, 
will also be stated. A cottpon, good 
for a year’s subscription to Print- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
should preferably be announce- 
ments of some retail business 
The sender must give his own 
name and date of the paper in 
which the ad had insertion. 


























We Have Taken in 


the collar question — sav- 
ing our customers a lot of 
annoyance - 
edges and sore necks. Notice the 
pure white color. domestic finish 
and general appearance of our 
laundering ~- no comparison to 
the-ordinary kind. 


Munger’s Laundry. 


Hand 


from rough 


14-818 S. Main St. 
Phones 1360, 






































BOK DOESN’T LIKE BILLBOARDS, 
BUT THEY SUIT LORIMER. 


In various parts of the country vigor- 
ous crusades under the banner of art 
are waging against advertisements in 
public places; and beyond question, there 
are places that ought to be sacred from 
the sign-painter and the billposter. But 
on the other hand, isn’t there a good 
deal of nonsense in this crusading? Are 
the elaborate signs, the flaming and vari- 
ed pictures on dead walls and in vacant 
places in cars and stations “unsightly” 
and “offensive”? Aren't they more of- 
ten clever, amusing, beguiling and, on 
the whole, less unsightly than the vacant 
places would be? Wouldn’t many of our 
passionate devotees of “art’’ find them 
‘picturesque” if they were in a strange, 
far-away land or were described in a 




























handbook of the Italian cities of the 
Renaissance? There are few subjects 
about which so much “rot” is talked as 
about “art.” Simple people should be 
cautious and alert when the self-appoint- 
ed high priests of esthetics are preach- 
ing.—Saturday Evening Post, 

IT’S AN INVESTMENT, SO BE 

LIBERAL. 

What are your advertising bills a 
month? Have you kept account of this 
item? Are you spending enough on this 
end of your business? may believe 
in a general way you are, without really 
thinking about it. There is prevalent far 
too much of a disposition to regard ad- 
vertising as an occasional expense. This 
view is terribly antiquated, seen from a 
modern business standpoint.—Sullivan’s 
Monthly, Los Angeles. 
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OUR POST OFFICE. 








New York City. 








The above is a photographic re- 
production of an envelope recently 
delivered at 10 Spruce street, the 
Little Schoolmaster’s home. The 
address consists of ten pen-drawn 
spruce trees and the typewritten 
words New York City. At the 
New York City Post Office the 
official whose duty it is to look 
after insufficiently addressed mail 
wrote in red ink upon the letter 
“try 10 Spruce St.” before giving 
it in charge of the letter carrier. 
He evidently remembered the seal 
of the Geo. P. Rowell & Co. sta- 
tionery that had been in use for 
many years, and which has often 
appeared in PRINTERS’ INK and on 
the front cover of the American 
Newspaper Directory, with a slight 
variation in the wording. It is 
shown in the cut here reproduced. 


<a 


we, 
ee 
Cable Address ** Tenspruce.”’ 


This seal had become, through 
use during long years, a sort of 


trademark of the concern whose 
name it bears. Mr. George P. 


Rowell originated the design per- 
sonally about twenty-five years ago. 
—_—_+9.———. 
PRINTERS’ INK DOUBLES THEIR 
WANT ADS. 


INDIANAPOLIS, IND., April 9, 1904. 
Editor of Printers’ INK: 

Please change the Star League’s 
“Want Ad” advertisement to copy in- 
closed herewith. 

Incidentally it may be of interest to 
you to know that the Indianapolis Star’s 
classified advertising, both foreign and 
local, has more than doubled since our 
first ad appeared in Printers’ INK. We 
can trace a large percentage of the in- 
crease in the: foreign classified to our 
ad in your “Want Ad Medium” col- 
umn. he increase March over April 
was 16,917 lines. We go to press for 
to-morrow’s Star with over two full 
pages of classified ads. 

The increase in Muncie and Terre 
Haute was proportionately as large in 
the foreign department. 

Yours very truly, 
Tue Star LEAGUE, 
Wm. H. Rankin, Manager Classified Ad- 
vertisement Department. 


—_———+o>—_—— 


A CORRECTION. 
Irnaca, N. Y. April 7, 1904. 
Editor of PRinTERS’ INK: 

We note in the list of advertising 
agents you are sending out that this 
agency is listed as the C. F. Wyckoff 
Company, Ithaca Trust Building, Ithaca, 
N. Y. This should be the C. F. Wyckoff 
Company, East State street, Ithaca, N. 
Y.; 15 School street, Boston, Mass.; 
1026 St. James Building, New York 
City. 

We trust you can make these correc- 
tions in case you publish such a list 
again. Yours truly, 

Tue Wyckorr ComMPANY. 
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AGENCIES SAID TO BE IN 
GOOD SHAPE. 


In publishing the particulars of 
the Pettingill failure, in the issue 
of April 6, Printers’ INK gave 
publicity to the offhand opinion of 
a New York special, who stated 
his belief that only four general 
advertising agencies in the United 
States were on a sound financial 
footing—the Ayer, Derrick, Rowell 
and Dauchy agencies. This opinion 
has aroused a good deal of verbal 
protest from the agents, and it is 
generally held that the special who 
made this assertion was speaking 
altogether at random. 

“Perhaps there are no more than 
four of the large agencies in sol- 
vent condition,” said one agent, 
“but I would undertake to name at 
least ten of the smaller agencies 
that are not only solvent, but that 
operate conservatively on moderate 
capital. These concerns have only 
dollars to the big fellows’ eagles. 
but their business is never a source 
of danger. They can never involve 


publishers for a cool million.” 
“Every publisher, big and little, 

seems rushing to lock the barn 

door since the Pettingill failure,” 


said Ben B. Hampton, of the 
Hampton agency. “Unusual efforts 
have been made to collect every- 
thing in sight from the advertising 
agents in the past two weeks. It 
is doubtful if any of the better 
class of agents find fault with this 
course of procedure. On the con- 
trary, they have for months been 
urging the newspaper publishers to 
institute 1 system of cash dis- 
counts. The magazine cash dis- 
count plan works so well that the 
newspapers could do no better than 
to work out a modification of this 
system. The agent who does not 
take his cash discounts from the 
magazine is promptly and properly 
counted down and out—and if the 
same system was in force with the 
newspapers many of the present 
evils would be eliminated. So far 
as the financial condition of adver- 
tising agents generally is con- 
cerned, I am of the opinion that 
your informant is making state- 
ments without an extensive knowl- 
edge of the facts. Such sweeping 
condemnation is not only unfair, 
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but at such a time as this is un- 
wise. There have been several in- 
stances of advertising agents pass- 
ing through a bad spell of financial 
weather, and coming out in fine 
condition. Such stories as_ this 
have a tendency to cripple a weak 
agency, and that would help no 
one. 

“The advertising agency business 
at this time is conducted on a very 
narrow margin of profit. In a large 
measure this is due to irresponsible 
or inexperienced agents who are 
at present as freely recognized and 
given as wide credit as are the re- 
sponsible, careful agents. The 
temptation to extend credit is al- 
most irresistible. Competition is 
so keen that the inexperienced 
agent is constantly afraid the other 
fellow will grant credit if he re- 
fuses. By and by, he learns that 
the only agent who does foolish 
things is the fellow who is prepar- 
ing for a smash. An instance of 
this kind came to our attention 
during the past year, when a New 
York agency went to pieces. An 
examination of the assets showed 
accounts and bills receivable from 
three different concerns that had 
been refused, credit by the Ben B. 
Hampton Co. I learned after- 
wards that at least two of these 
advertisers had offered their busi- 
ness to several New York agents 
without success until they found a 
welcome in the agency that soon 
after went up the flume. 

“Very little, if any, credit is ex- 
tended by agencies on magazine 
advertising. The magazines re- 
quire a contract from the agent 
that he will not allow the five per 
cent cash discount to an adver- 
tiser unless he pays his bill in 
time for the agent to earn the cash 
discount from the publisher. This 
has had a tendency to make prompt 
collections on magazine adver- 
tising. The trouble comes on 
newspapers. No two papers in a 
given city have similar rules re- 
garding collections—at least, if 
there are rules, they are not en- 
forced. The agent is given from 
thirty days’ to two years’ time. The 
experienced advertiser knows this 
and he does not worry about 
prompt payment to his agent. One 
delay leads to another, and one 
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bid habit leads to another—it is 
not a long step from giving time 
to a reliable advertiser to carrying 
a weak one, and by and by the 
agent wakes up to find himself 
bankrupt. The cash discount will 
stop all this sort of business in- 
stantly—that is, if the newspaper 
publishers and ‘the leading special 
agents will enforce it as rigidly as 
the magazine publishers. 

“Referring again to the financial 
condition of the majority of the 
advertising agents, why should 
not the American Newspaper Pub- 
lishers’ Association safeguard its 
members by the adoption of some 
such plan as the following: Re- 
quire each agent to submit once a 
year a certificate from a reliable 
firm of accountants and auditors 
showing, first, the solvency of the 
agency; second, that the agent’s 
system of bookkeeping is such that 
he knows his financial condition 
once a month. This would be pro- 
tection against both the irrespon- 
sible agent and the incapable or in- 
experienced agent. I believe that 
much of the trouble with adver- 
tising agencies is caused by defec- 
tive systems of bookkeeping. 
Agency accounting is intricate, and 
unless a good system is employed 
a monthly trial balance and a cor- 
rect report sheet are impossible. 

“The books of the Ben B. Hamp- 
ton Co. are audited regularly by 
Gunn, Richards & Co., expert ac- 
countants, 30 Pine street, New 
York. They not only examine 
every detail of our operating sys- 
tem and report on our standing, 
but show where we can lessen la- 
bor or arrive at more accurate cal- 
culations. We have just forwarded 
to Mr. Bryant, secretary of the A. 

P. A., a statement from Gunn, 
Richards & Co., testifying that they 
find, after auditing our books for 
the two years ending January 31, 
that our assets are more than 
ample to pay all our debts, and 
that our bookkeeping system en- 
adles us to know our assets and 
liabilities every thirty days.” 


——+++_— 
. “How Some Banks Grow in Stren onl 
is a brochure dealing with bank a 
tising, published by W. Arthur ‘Lydiatt, 
Toronto, who is a specialist in bank 
publicity. A sheet of specimen bank 
ads accompanies it. 





1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning n 
papers the advertising published in 
1903 as compared with 1902 shows 

HE RECORD- > ained 706 
columns 71 lines. ribune lost 
860 columns 212 lines. *the Examiner 
and Sunday American lost 2,707 col- 
umns gg lines. 

This, notwithstanding THE REC-~ 
ORD-HERALD refused to publish many 
advertisements accepted by other 

papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 ; Sunday, 191,317} 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 
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“At ye Lunch Hour” is a folder from 
the lunch room of C. N. Stevens, Phil- 
adelphia, offering a solution of the noon- 
time problem—‘‘Where shall we go to 
eat?” Such folders are so scarce in 
every business district that the present 
production opens up a whole new field 
of advertising. 


Tue Illustrated Champion is a farm 
ies published every so often * the 
nternational Harvester Co., 137 Michi- 
gan avenue, Chicago. The edition is 
said to be 100,000 copies, and enough 
general matter of interest to farmers is 
printed to lift it out of the “house 
organ” class. 

Oh 





R ESU LTS! |. That’s what you're after. 
My my A must bring you 
results, or you can’t You can 
documentary ovidemos. of. “my fame f iy 
writing me on your business stationery 
ADOLPH FISEMAN, 
The Business Builder,” 
11 WEST 2ist STRELT. NEW YORK. 











CORRECT ENCLISH 
HOW TO USE IT 


A MONTHLY MACAZINE for 
everybody who uses the English language. 
Joseruine Turck BakER, mg 


Y mA , ted ba Tavge cit; to 
‘0 men ¢ 
ee circulation and orery larg ct M4 


partment 
CORRECT ENGLISH Evanston, Ill. 
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ARE THERE OTHER 
OPINIONS? 


203 Broadway, 
New York, April 4, 1904. 
Editor of Printers’ INK: 

_In a case where an advertiser uses a 
different key number each month and 
through error the same key number is 
used in the second insertion, is it the 
custom not to charge for the second in- 
sertion? 

The key number has in no way lost 
the advertiser any orders or means of 
identifying the order. 

Your reply in the columns of Print- 
ers’ INK will be greatly appreciated. 

Yours very truly, 
Younc’s MAGAZINE. 

The above was submitted to Mr. 
Thomas Balmer, an expert on such 
matters. Mr. Balmer goes on 
record as follows: 

Answering the first paragraph of the 
letter from Young’s Magazine, truth and 
candor require me to say that I believe 
that in the past it has been the custom 
not to charge for the second insertion. 

From time to time this custom has 
made some bad debts, so that one may 
now say that it has been the custom of 
periods, rather than a custom universally 
recognized at all times. Several maga- 


zines now announce, on their rate card, 
that deduction or rebate for error in 


the “key number” of an advertisement 
will not be allowed. There is no reason 
why reinsertion of an_ advertisement 
should be made unless distinct damage 
has been done; and it is not fair to in- 
sist upon the recognition of a custom 
which is not warranted either in law or 
common sense. 

The second paragraph in this letter 
opens the way to a large and expansive 
discussion. ometimes the key number 
in error might be the duplicate of the 
key number in another magazine, so that 
the second point made in that para- 
graph is not correct; but the other point 
fs correct. No orders are lost. As a 
point of fact, the whole value of the 
advertisement is obtained just as if there 
had been no error in the key number. 
The mere fact, however, that the adver- 
tiser wants to know what the publisher 
will do for him, for a certain advertise- 
ment, and for a particular insertion, may 
be of value to him, but this is no reason 
why the publisher should pay him the 
big, fictitious value he places on the ad- 
vertisement—on that particular inser- 
tion of it. 

There are magazines which make a 
practice of duplicating an insertion in 
which a wrong key number appeared. It 
is easy to see, from my point of view, that 
they make themselves very cheap. They 
are willing to pay a big penalty for an 
error—which may be all braggadocio, for 
all I know. I think this custom might 
well be classed with some now nearly 
obsolete customs of an earlier advertis- 
ing period—such as, for instance, the 
obfigation of the publisher to run copy 
just as sent, when, in reality, he is not 
bound to accept copy at all, etc., etc. 
Such ideas should be set to rest in an 


early grave as speedily as possible; and 
every publisher who stands for his right 
when requested to honor this old-time 
custom does the advertising world a 
service. 


———_~+o+—--—. 
IT IS GREAT! 
Boston, April 6, 1904. 
Editor of Printers’ Ink: 

An announcement of your prize offers 
for articles, etc., in the literary maga. 
zine, the Editor, called my attention 
to Printers’ Ink, and I procured two 
copies. Although I failed to see any 
prize announcement, yet I found your 
magazine just what I wanted, as I am 
interested in adwriting. In fact, it is 
great! I have ordered my newsdealer 
to leave it regularly. 

I have read with much interest your 
article, “The Ad School Again,” and 
can testify to the truth of many of your 
statements. 

I have also read the articles, “Not a 
Sucker,” * W. Williams, and ‘‘A Good 
Deal of Faking,” by G. H. Powell, 
While I am not one of his students, | 
am led to believe that Mr. Powell is 
conducting a real, instructive ad_ school 
which turns out numbers of real, good 
adwriters; but most of the schools [| 
believe to be fakes. 

Nearly two years ago I began to 
Study adwriting under the direction of 
the Correspondence Institute of America, 
of Scranton, Pa. I completed twelve 
lessons; but, with the exception of now 
and then a mark of “good,” “poor” or 
“excellent” on some of my work, every 
criticism was a “form” one, and seldom 
= to my work. 

ou say in your article, ““A member 
of the ‘faculty’ of another school once 
admitted to the Little Schoolmaster that 
his course was designed to discourage 
the student after the first few lessons.” 

Well, the “hoodoo” thirteenth lesson 
was evidently meant for the “dis- 
courager” in the Correspondence Insti- 
tute, for this is what was required: The 
student to select ten different articles 
from a list furnished, and write twenty 
complete ads with a dummy for each, 
making forty pieces in all. He was then 
to evolve the name for a new candy, 
describe it and write an ad with dum- 
my; after this he was to fill out an idea 
sheet of original ideas for advertising, 
winding up by answering a sheet of 
questions, one of which was tacked on 
to each lesson. 

I thought I “smelled an odor.” It 
seemed to me that the school had a 
mighty good chance to benefit from the 
students’ work on that lesson—ads, 
ideas, and all--so I wrote to the school 
and asked if it made use of students’ 
work for itself. I deemed their reply, 
if not evasive, at least not satisfactory, 
and stopped right there. 

Now, I have the twelve completed 
lessons, a good portion of my work on 
same and the school’s criticisms. If you 
wish to see them, I will gladly send 
them to you. Very truly yours, 

Ws. H. Jorpan, 
6 Windermere Road, Dorchester, Mass. 
oo 


THE most dangerous competitor you 
have is envy of your competitors. 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


ITI. 


Publishers of daily papers who 
have confidence that the more the 
world knows about them and the 
field they occupy the better it will 
be for them, their field and the 
world, are advised that PRINTERS’ 
INK is prepared to investigate and 
report upon any field to which its 
attention is invited. 

The conditions upon which ex- 
aminations will be made and the 
reports published are these: 

Everything that appears as read- 
ing matter in PRINTERS’ INK goes 
in free. 

The Printers’ INK ambassador 
who visits the field will report the 
conditions as he finds them, and 
his report will not be exhibited to 
local publishers until after its ap- 
pearance in PRINTERS’ INK. 

It is intended to visit and report 
upon every American town in 
which a daily paper is issued. The 
time of the visit will be at the con- 
venience of PrinTERS’ INK. 

If a special report at a specified 
time is desired, the parties interest- 
ed will be required to advance a 
sum of money sufficient to pay the 
reporter’s expenses. This will in 
no case be less than $50.00 nor 
over $250.00, except for towns be- 
yond the Mississippi. 

Those who pay the cost of the 
inquiry will have no privileges or 
better treatment than will be ex- 
tended to those who assume no 
share in the expense. 

The benefit, if any, will come 
from having the advertising public 
better informed about facts and 
conditions as they do exist instead 
of as they are supposed to exist or 
did at one time exist. 

The reports printed below are 
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based upon investigations made by 
Mr. W. F. Hamblin, of the New 
York advertising agency of Geo. 
P. Rowell & Co. 

BRIDGEPORT, CONN. 

Bridgeport is the third city in 
Connecticut in point of population. 
It is 56 miles from New York and 
the New York papers get there 
before early breakfast. Still, 
Bridgeport supports four one-cent 
dailies, and one of them, the Even- 
ing Post, did, four or five years 
ago, print from ten to twelve thou- 
sand copies daily. Of late condi- 
tions have changed and at the pres- 
ent time none of the four Bridge- 
port papers seems to be prepared 
to reveal the facts about its daily 
issues in any very definite way. 
The editor of Rowell’s Newspaper 
Directory failed to get a single cir- 
culation report from Bridgeport 
for his 1904 issue, although in 
previous years the Post and Morn- 
ing Telegram-Union had sent de- 
finite and satisfactory statements. 

Early in 1903 there was a trolley 
strike in Bridgeport that revived 
labor union agitation and resulted 
in an immense growth of the vari- 
ous organizations. 

The Bridgeport Farmer union- 
ized its office, printed the union 
label on its editorial page and, at 
a cent a copy, claims to have 
gained circulation very rapidly. 
The Bridgeport Post had previous- 
ly been regarded as the leading 
paper in point of circulation. Now 
that claim is not admitted. The 
Bridgeport Standard resisted the 
labor organizations for about a 
year, but general sentiment became 
such that the manager finally saw 
fit to change his attitude and is 
now conducting a union office and, 
as the paper had already been re- 
duced to a cent a copy, it is said 
to be making rapid gains through 
the co-operation of various union 
officials. It is the best paper from 
a news standpoint. In times past 
it has not been known to claim to 
issue more than 4,000 copies, and 
the Directory has not credited the 
Farmer with issuing even so large 
an edition as 4,000. 

My first call in Bridgeport was 
at the department store of D. M. 
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Read Co. This is regarded as the 
leading high-class store. Six dif- 
ferent people in various parts of 
the store were talked with; four 
of them said the Standard was the 
best paper, the other two said the 
Post. At the store of the How- 
land Co. three people said the Post 
was the leading paper, two re- 
garded the Standard most favor- 
ably and one the Farmer. 

A hotel clerk said the Standard 
was in most demand in his house, 
a jeweler said the Standard gave 
best results for his business, a 
prosperous-looking citizen on ‘the 
street said that he regarded the 
Post as having the largest circula- 
tion but the Standard as the best 
paper. When asked specifically 
about the Farmer, he said: “Oh, 
yes, that is a labor paper.’ 

A leading druggist said that 
patent medicine people had used 
the Post largely in years past, but 
seemed to be changing, and the 
Standard and the Farmer were 
both profiting by the Post’s loss. 

A city employee said the Farmer 
is the best paper and didn’t know 


anything at all about the Standard. 
He once read the Post regularly, 
but did not like its attitude on 
labor. questions. 

A policeman said the Post was 
so.much the best paper that he did 


not care to read any other. He 
added that he supposed the Stan- 
dard was read by the society 
people. 

A bank teller said the Standard 
was the best paper for financial 
advertising. 

A letter carrier said he preferred 
the Farmer to any other paper. 

A real estate dealer said the 
Farmer was his favorite, based 
on returns from advertising. 

A number of newsboys on the 
street said they sold more Farmers 
than any other’ paper. 

At the office of the Bridgeport 
Standard 1 was impressed by the 
businesslike air of the place. Man- 
ager Stevens is so enthusiastically 
full of the worth of the Standard 
that he is very convincing. He said 
that he had not allowed the Ad- 
vertisers’ Association to make an 
investigation of his circulation, but 
that he intended to do so. He said 


PRINTERS’ INK. 


that the present circulation of the 
Standard was considerably over 
6,000. This is a lower claim than 
any other Bridgeport paper is mak. 
ing. I happened to know the cost 
of the white paper used by the 
Standard in 1903, and it shows Mr, 
Stevens’ claim of 6,000 is made in 
good faith. Such a solid figure, 
connected with the high and con- 
servative class of the paper’s cir- 
culation and its excellent news 
quality, makes it a rather attractive 
proposition for a general advertiser 
in a town where the newspaper 
conditions are so generally unsatis- 
factory as they are in Bridgeport. 

At the office of the*Farmer I am 
not quite sure who it was I saw. 
I asked for the business manager, 
and he said that was his position, 
also that he was advertising man- 
ager and the circulation was 10,- 
ooo and that it was the only union 
paper in Bridgeport. At this point 
he was called away to supply the 
newsboys who were calling for pa- 
pers. If his paper is circulating 
8,000 copies and his rates are as 
stiff as I am told, the paper should 
be making money. 

Mr. Hills, proprietor and man- 
ager of the Bridgeport Post and 
Telegram-Union, was not in his 
office when I called. The office is 
undoubtedly the best newspaper 
office in Bridgeport. The people 
in charge were active and cour- 
teous. They make the same state- 
ment in regard to Circulation that 
Mr. Hills furnished the American 
Newspaper Directory in 1900, that 
is between eleven and twelve thou- 
sand. Bridgeport people do not 
think he has got it. and the Direc- 
tory editor has failed to get Mr. 
Hills to sign any such claim since 
the year 1900. 

The Morning Telegram-Union is 
supposed to print something more 
than 4,000 papers. It is the only 
morning paper in Bridgeport, but 
no one with whom I talked men- 
tioned a morning paper as among 
those they read. 

A large number of New York 
papers are sold in Bridgeport, the 
Journal, World, Herald and Sun, 
in the order named. On Sunday 
the Journal, World and Herald are 
sold in overwhelming numbers 
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They get there much earlier than sales to the population of the field 
the people awake to read them. it occupies. 

Bridgeport as a whole is ex- The Sentinel was_ established 
tremely hard to definitely gauge thirty-two years ago. When it had 
because of the changing conditions. reached the dignity of five years of 
The Post was ahead, the Farmer age and 1,000 or less subscribers, 
now may be in the lead and the Mr. J. M. Emerson took charge as 
Standard is showing such unusual editor and publisher. In twenty- 
vigor that a month or two may seven years he has progressed with 
place it well towards the front in the times and kept his paper so 
quantity, while in quality of cir- good in news and so strong in busi- 
culation its position is unquestion- ness management that a dozen or 
ably first. A general advertiser more attempts at competition have 
considering this field would un- fallen by the wayside. There is 
doubtedly use two papers. One of not in Ansonia any other paper of 
these would be the Standard and any sort, and papers published out- 
the other selection, judging by the side find it mighty hard sledding 
past as well as the present, would to get into the town. 
be the Post. It would not seem Mr. Emerson is an extremely 
to be easy to find another town energetic man and carries the re- 
where newspaper conditions are so sponsibilities of every department 
puzzling and so unsatisfactory as of his publication, and still has 
they are in Bridgeport. time to round up the leading ad- 

vertisers in New Haven as well 
ANSONIA, CONN. as in his own town. The New 

The valley of the Naugatuck is Haven department stores use about 
crowded with people and should the same sized advertisements in 
be a profitable field for most gen- the Sentinel that they do in the 
eral advertisers. The largest city New Haven papers. As they have 
in the valley is Waterbury, but its done this for years, there can be 
papers do not reach Ansonia, which 0 question that Ansonia, Derby 
is one of the best sections of that and Shelton people patronize New 
field. Ansonia is a little newspa- Haven stores, yet no New Haven 
per kingdom, controlled by the An- Paper has ever succeeded in es- 
sonia Sentinel, which is undoubted- tablishing itself in this territory, 
ly strong enough to defend its ter- although they have all had spells 
ritory against the papers of New Of trying it. There seem to be 
Haven, twelve miles away; Water- fewer New York papers in propor- 
bury, sixteen miles away to the tion to the size of Ansonia than in 
north, and Bridgeport, sixteen any other town in Connecticut I 
miles away to the south. ave yet visited. : 

Ansonia is flanked by two large There is excellent trolley rail- 
towns and a half dozen good-sized toad service between Ansonia and 
villages. Ansonia numbered 12,681 Bridgeport as well as_to New 
people in the last census; Seymour, Haven. Because Mr. Emerson’s 
only three miles away, in the direc- record is not the result of a special 
tion of Waterbury, had 3,541; Spurt, his success promises to be 
Derby had 7,930, and is so close to permanent. The Sentinel occupies 
Ansonia that a stranger would not the highest possible position, cover- 
know when he passed from one in- ing almost every home into which 
to the other: Shelton had 2,841— any newspaper goes, and taking 
a total of 26.993. advantage of all available oppor- 

The Sentinel makes a definite tunities of extending its field. This 
and clean statement that its aver- means the best kind of service for 
age circulation per day for 1903 an_ advertiser, especially as it is 
was 4,025. It is easily believed that well printed, attractive in general 
the total number of families in this appearance and a newspaper in the 
section is scarcely any larger. strongest sense of the word. 

here are very few papers in the RES pT EEL TT : 
United States that can show any- me my ae ee i 


thing like such a proportion of Talk. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 











{==> Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not only 
prosperous, but of a distinct profitableness to an advertiser. 


{==> Publications entitled to be listed under this heading 
are charged 10 cents a line a week. 


ARKANSAS, 

HE Arkansas GaZzeETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
Myre 4 circulated newspaper. Average, 1903, 
1 copies. 
ac 0 GAsETTE carries more Want ads than all 
P .. Arkansas papers combined. Rates, Ic. a 

word. Minimum rate 20c. 


CALIFORNIA. 
Tes Times prints more “Want” and otherclas- 
sified aeveesnpnests than the ey five 
wspape os Angeles combined. it is the 

modinm for the ‘exchan e of cemmanaiad intelli- 

gence throughout the whole Southwest 
Rate—ONE CENT A WORD FOR EACH INSERTION; 
minimum c 25 cents. Sworn daily average 
for year 1903, copies. Sunday c tion 

rly exceeds 1,00 copies. 


COLORADO. 
I. HE Denver Post. Sunday edition, jel TA, 1904, 
contained 3,413 Want ads, a totel of 84 2-10 


the Rocky Mountain region. 
advertismg in the Post is five i ‘o- line 
each insertion, seven words to the 


DISTRICT OF COLUMBIA. 
te Washington, D. C., EVENING STAR (OO) 
rries DOUBLE the number of WanT Abs of 
any other paper in Washington and more than 
alle of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 


'I‘HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS, 

TSS Chicago DaILy News isthe city’s ‘Want 
directory. It pu ee ¢ durii 4 the year 
1903 10,781 columns of ‘“‘c vertising, 
consistin of 634,626 individual pie 
56 were t itted to the DaILy 
NEws ‘office dl telephone. No free Want ads are 
published. The DarLy News rigidly excludes all 
objectionable a. “Nearly every- 
body who reads th “reads th language in, around 
or about Ghicaro re r the DaILy NEWS,” says 

the Post Office Rev 


INDIANA. 
ERR HAUTE Star carries more Want ads 
than all other ‘!erre Haute dailies. 
T= E MARION LEADER is acknowledged the best 
result getter for classified advertisers. 
One-half cent per word each insertion. 


UNCIE Star carries more Want ads than 
any other Indiana_ morning — 
with the exception of the Indianapolis StTaR. 


NDIANAPOLIS Stark since Jan 
more La doubled the volume Qi Classi- 
fied advertising. On Sunday, April 10, the STaR 
carried aoe than two full pages of Want Ads. 


be yo NEWS in 1903 printed 125,894 

led advertisements than all 
other dailies of Indianapolis combined, and 
printed a total of 264,123 se e and distinct 
paid Want advertiscments, 


Six words make a line. 


KENTUCKY. 
Ts Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper ee in any month. Eighteen 
words one week, 25c. 


MARYLAND. 
HE Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot itimore 


MASSACHUSETTS, 


HE Brockton (Mass.) DAILY ENTERPRISE 
carries more than a solid page of gl 
ads—30 words 5 days, 2c. 2c. Copy mailed free 


MINNESOTA. 
r a Lees oy lis JOURNAL more 
‘ant ads t! any other duly’ paper in th rin the 
estes. In 1903 the JOURNAL’S 
ed any other Minneapolis daily by 55 per a 
HE Rye ga~ A TRIBUNE is the recognized 
| ie? it ad of Min‘ and 
been 3 ‘many fears. It is the Didest™ Minne- 
apolis has i 80,000 subscribers, 
which is ore than day over and 
above any other _ tes daily. Its evening 
pm oy one has a larger orien | in _—— 
is than any other evening paper. It pub- 
fehes over 80 columns of Want Advertisements 
every week at full price, no free " 
both morning and evening issues. 
neapolis daily carries anywhere near the num- 
= of Wanted advertisements or the amount in 
volume. 





MISSOURI. 
TS 2 Jeplia | poe is the leading daily in the 
ansas Lead and ime a dis- 
trict. Circulation over 11,000. ‘ant 
ads. Send for sample copy. 


MPHE Kansas City JOURNAL (every morning, 

- including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 40 
columns paid Wants Sunday; 7 to 10 columns 
daily. Rate, 5 cents a line. 


HE Kansas City Times (mo (morning 


) ™> Kansas 
Cit STAR, (grontpe) Pe) cate ali of Kansas 
City’s ‘““Wants.””. The t; 


ia SUNDAY STAR 
— over zen pages of = aie every 
unda: reed 


reason 
Kansas City reads the Tiss and the Sian, 


N EBRASKA. 
HE Lincoln Datry Stak, the best ‘Want Ad” 
me dium at Nebraska’s ca) ital, Guaranteed 
a exceeds 12,000 da‘ "Rates, 1 cent 
. Special Satur: jay rate, 15 words only, 
times, 15 cents, cash. DaILv DaILv SraR, Lincoln, Neb. 


NEW YOR YORK. 
[HE Post-EXPRess is the best afternoon Want 
ad-medium in Rochester. 
4 erg EVENING Matt of New York City. “Want 
Ads” in New York’s leading evening news- 
paper are read by well-to-do people. It you are 
desirous of reaching classes and looking for sure 
results send for rates. “Agents Wanted,” one 
cent per word; other advertisin: Trespond- 
ingly ee. — - 





ae ab 
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HE Times, OF ALBANY, New York. Better me- 
z. dium for wants — i al oni ae 
r than all oth 


any other pa) = wy on - 


want ad ee ae 
= ——— ante 


stamps, 0 
ad makina, ana ny 
rests an 
oo men. Classified advertisements, ten cents 
a line per issue flat ; six \ords toaline. Sample 


copies, ten cents. 

'NHE Da: HERALD has the callfor classi- 
| ae Dy oh in Dayton, It’s the 
Geass aor and gives results. 


OHIO. 


HE M ANSFIELD News publishes daily more 
Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


HE Toledo Damy BuLapgE is the recognized 
“Want” medium of Northwestern Ohio. Ex- 
cepting one Cincinnati publication, it publishes 
more “want” advertisements any other 
newspaper in Ohio. 


i te ey peten Sor want in Dayo is Lang 4 
that of any other paper in Dayton, an 
carries ade r cent more than its nearest com- 
petitor. uring the a 1903 4 gained 33 per 
cent over 1902, and carried 5,954 more wants than 
its nearest competitor. 


mpue Cadiz, Ohio, REPUBLICAN (weekly) pub- 
lishesa free “Wants” and ‘For Sale” col- 
umn, containing brief notices for farmers and 
other paid-in-advance subscribers. Free notices 
published one time only; all others one cent a 
word. Average space used, 15 to 25 inches each 
week, The most popular column in the paper. 
Average circulation for 1908, 2,853. 


PENNSYLVANIA. 
HE Chester, Pa. Loge | carries from two to 
five times classified ads than any 
other paper. 


pus JOHNSTOWN DEMOCRAT carries five times 
as much classified advertising as any other 
paper. Five lines or F leas, 2c. 25c. 


Pay spaieas -- ~The EF EVENIN 

f you have not received the ease returns 
from your Want advertising da, an phia, 
try the BULLETIN. BULLETIN W ds pay, 
because in Philadelphia Nearly — y 
— the BULLETIN. The BULLETIN has by 
largest city circulation 
of ax any Philadelphia newspaper, and goes daily 
into more Philadelphia homes than Suy other 
medi The BULLETIN will not print in its 
classified columns advertisements thatare mis- 
leading or 7s a doubtful nature; nor those 
carry 8 or coin clauses; —_ feaee 

that do not ofter legitimate employmen' 





RHODE ISLA 
A GLANCE at the ‘Want” of the Provi- 
dence, R. I., DarLy News will convince an 
reader that i ds second to none in Provi- 
dence as a “Want” ad medium. We make a 
jalty of this business. One cent a word first 
e, 4 cent subsequent insertions. 


AND. 


TEXAS- 
Pow. Worth SunDAY TELEGRAM—8,400 paid. 
— lcenta word. A sure puller. Test 


Exss STOCKMAN-JOURNAL, Fort Worth—Only 
exclusive stock paper in Texas. Circula- 
tion 12,000. Wants, 1 cent a word. 


VIRGINIA. 


T=: HE ome a pebpeins < ore?’ afternoon 
Richmon 


cept Largest 
cireulation by J odds (27 rire —&, *i year) and 
e recogni adve! 


sement medium in 
es advis., one cent a& Wo: 
ion, in ad vance; no advertisement 


counted as Jess than 25 words; no display. 


want 


25 


CANADA. 
HE Montreal Dalty 8: mane carries more Want 
advertisements than other a 
Goities Cs The y aay HERALD 
STaR carries more Want advertiooments 
than a any other weekly paper in Canada. 
HE Toronto DalLy STAR is ni any 
advertiser who wants to cover the rovont> 
field. It isthe paper of the present and the ae 
ure. Sworn daily average circulation, 30,128, 


HE_ Winnipeg carries more 


FREE PRESS 
Ewent™ fe ee pe than 


nature thun are 
papers published in the Canadian N. 
west combin Moreover, the FREE PRESS ca: 

es a r volume of general advertising 
than any other daily y paper in the Dominion. 
| A ed TELEGRAM, Tor Toronto, Canada, car- 

ries more classified advertising than any 
other paper in t carries from three to 
seven daily. On ay +t 12th, it 
carri classified ads. Advert rates are 
peeved | le and invariable; its allege” power 
remarkable. Completely covers | guened ae 
suburbs, representing 279,526 white 
Average for ebruary: 31,392; all paid cireulation. 
—__+or 


NOTES. 


Some advertising, like the donkey’s 
bray, can be heard a long way; but this 
does not argue that it is good adver- 
tising. 

WUuHEN you feel all run down, you take 
a tonic; when your business gets run 
down, give it a good dose of advertising 
and hustle. 


A keen, clear appreciation of word 
values and a knowledge of human nature 
are the two vital things an adwriter 
needs in his business. 


An interesting booklet from the Y. 
M. C. A. of Duluth, Minn., contains the 
association’s annual report, and is ac- 
companied by creditable literature ad- 
vertising courses and classes. 


Tue remarks of the Ralston miller are 
now sent out on cards suitable to hang 
in office or den. The color combination 
of the first specimen could be improved 
immensely—green paper never did match 
red ink. 


Tue striking half-tone designs used 
as advertisements for Comfort in Print- 
Ers’ INK are also made to serve as amr 
nouncements of the closing of advertis- 
ing forms, taking the shape of large 
folders. 


“Goop printing includes correct spell- 
ing, proper punctuation, good taste in 
type display and clean work,’ says 
Thomas Fi Stafford, Plainfield, N. 7 
on a mailing card—and adds that he 
does that kind. 


THE programme of His Majesty’s 
Theater, Johannesburg, South Africa, is 
a neat brochure of sixteen pages, man- 
aged in its advertising details by C. F. 

arkham of that city. The local adver- 
tising patronage is good, and the ads 
above the ordinary. 


Aw advance card sent on by travelers 
for the Ralston Health Shoe, e in 
Campello, Mass., has an ingenious auto- 
matic diagram that gives ball, waist and 
instep measurements for any shoe of a 
given width and size, Needless to say 
it will be preserved. 
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No 
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amount of money can buy a place in this list for a paper not having the 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 198 issue of the American Newspaper Directory, have submitted for 
ci 


that edition of the Directory a d 





, duly signed and dated, or 


Z 
have supplied a similar statement for the 1904 issue of the Directory, now undergoing re- 


vision and to 
characterized by 


i in April, 1904. Such circulation figures as are mentioned last are 


These are generally regarded the  _eeeamee who believe that an advertiser has a right 


to know what he pays his hard cash 


The black figures denote the average issue for the year indicated. 


number in brackets denotes the p: 


The light-faced 


age in the American Newspaper Directory which con- 
tains the details of the publication’s character. 


¢#™ Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 


advance. Weekly, monthly or quarterly correctio: 


ons to date showing increase of circulation 


can be made, provided the po ae sends a statement in detail, properly signed and 


dated, covering the additiona. 
paper Directory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. for 1908 
1,551. Repuulic, weekly aver. 1903, 2,216 Gk). 
Birmingham, Birmingham News. Daily av. 
Sor 1903, 17,488 (2); last 6 months 1903, 18,052; 
guaranteed. 
Birmingham, Ledger. dy yg tS 
16,670 (). E£. Katz., Special Agent, N. Y. 
Montpomery. Advertiser. er Ge. Av- 
circulation for ete eed, da iy 11,- 
“ENOO). toi. 18,564), Sy. 15,001 (). 


ARIZONA. 
Bisbee, Review. daily B. Kelley, pub. 
In 1902 no issue less than 1, 250 (46). In 1903 no 
issue less than 1,750. 


Phoenix, Republican. Daily average for 1903. 
6,088 (sk). Logan & Cole Special Agency, N. Y. 
ARKANSAS. 

Fort Smith, 3 Times, daily. In 1902 no issue less 


than 1.000 (53). Act average Sor August, 
September, October, 1903, 1903, By 14 109. 


Little Roek, Arkansas Me“hodist. Geo. Thorn- 
burgh, pub. Actual U average 1903, 10,000 (2). 


1903, 


Little Reck, Baptist Advance. wy: Advance 
Pub. Co. (Inc.) Actual av., 1903, 4,550 (). 


Little Bock. Gazette, daily one Sunday. 
kansas 


ng Newsvaper. tablished 18 
Aver. sam a 7.904 AU Sunday La ne 
i ay ri geet iogy Permitted ‘ine 


Ee, “special Repre., ‘New eek é Chior. 


CALIFORNIA. 


Fresno, Morning ae, daily. Av 
Sor 1903, 5,160 (%). E. Katz, Special Agent, N. NY. 


Oakland, Signs of the Times. Actual weekly 
average for 1903, 82,842 (>). 


@akland, Tribune, daily. Average for 1902, 
9,952 (75). Tribune Publishing Company. 


Rediands, Facts, daily. Daily average for 
1903, 1,456 (3k). No weekly. 





San Diegan Sun. Daily average 


n Die; le 
22 (80). W.H. Porterfield, pub. 


Sa 
tor 1902, 2, 
San Franelseo, Argonaut, week Ave 
for 1902, 15,165 (81). E. Katz, Speci N. 
mn Franciaco, Bulletin. R.A Crothers. Av 
art 1902, daily 49,159, Sunday 47,802 (80). 


San Franetseo. Con. < vy and S’y. J reck- 
els. Aver. for 1902, he 0,885. S’y th, nna (80), 
Av. 1903, daily 61,084 O84 (Ks S’day 82,015 (>) 


San Jone, Evening g Herald. daily, The Herald 
Co, Average for year end. Aug., 1902. 8, SOT (86). 


an Jose, Morning Mercury. daily. eroury 
Publishtinee C o. Average for 1902, 6,266 (36 





period, in accordance with the rules of the American News- 


San Jone, > eaite Tree and Ma Ey ) VA pT 
average, 1903 rs 
three months, 1904, 8,166. ites 


CONNECTICUT. 
Hartford, Times, dail Ave 1908, 
16.509 GE). Perry Luksis, Jon Rep. 
Meriden, Morning Record and Republican. 
Daily average for 1903, 7,582 (3). 


New Haven, Evening Register. daily. actual 
av. for 1903, 18,571 (); Sunday, 11,292 (>). 


New Haven, Palladium, dail Ar or 
1903, 7,625 (%). £. Katz, ‘epecial Agen iN ¥ 
New Haven, Union. Av. for 1903, Lr a dl 

8’y 8,260 (%). EF. Katz, Katz, Special Age 

New London, Day, ev’g. ev’g. Av. 1903, 5.618 (%) 
(115). Gain over 1902, 4153 3 mos. 1904, &,642, 

Norwich, Bulletin, daily. Bulletin Co., pub- 
lishers. Average for 1902, 4,659 (115). Actual 
average for 1903, 4,988 (:k). 


Waterbury, Republican. Daily average 193, 
5,846 (:k) La Coste & Maxwell. Spec. Agts, N.Y. 


COLORADO. 
Denver, Post, daily. Post Frining. and Pub- 
lishing Co. Average Or 1903, 88.7 8 FP a28 Aver 
age for op March. 1904, 190k, 49,048, fee 1 


t@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


DELAWARE. 
anteed anttenten| KE es 1908, eT NTT et ined (3K). 


Wilmington, Morning News. ay ge — 
lishing Co., pubrs. Av. for 1903, 9,988 ( 
DISTRICT OF COLUMBIA. 


Washington iv. Star, dai me. v. Star News- 
paper Co. Average for 1903, 4,088 (ke) ©). 


FLORIDA. 
Jacksonville, Metropolis, daily. Aver. 1903, 
8,898 (sk). Ave. fet 6 months, 1903 8,229. 


UA 
ep 
TEED 


verage guar- 


Pensacola, Journal, nal, mornings, ex. Mon. 
1902, 2,441, Av. 1903, 2,929 (sk); Dec. 1903, 3.190. 


Tampa Tri 


Tampa, Morning Tribune an: Pa yt 


bune Pub. Co, Average for 1903. 
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GEORGIA. ey 
a dy. Av. 1902, 87,828. Sem: 
we Ba tOb (130 Present Present average, 8 89,884. 
yore “Actual ¢ daily aueragt, 1903, 
adios te. Av. December 1903, 28,720. 
Fe) Southern smn Cultivator, 
mi-mo. Actual average for 1903, 80, 
fayette, Walker Co. Messenger, weekly. 
“tars Jr., pub. Av. for 1903, 1,640 (>). 
IDAHO. 
ol “ws d’y an Capital New: 
pan Oo., pub. oer rst Gh, oe 
Bis ck) ‘aBi). 


culture 
125 (34). 


N. 


ILLINOIS. 

ro, Citizen, weekly. Actual a average, 4 
SRA 188; weekly, 1, T1e5. (a)! 
mpaign, News. In 1902 no issue less than 
ES Apel la 


Ihieago. Ad Sense, monthly. The Ad Sense 
Oo pubs. "Actual average for 1002, 6,088 (176). 


Chie » Alzalotdel oe Wie Cong. ta Dr W. 


C. Abbo' ub.; lough, adv. m 
Guara batt P Pewlation no 80,000. Aver. for 


last twelve mon ), reaching over 
one-fourth of the American m a E profession. 


Chicago, American can Bee pani aly weekly. 
Actual average for 1902, 7,485 (167). 


Chicago, Breeders’ Gazette, stock week- 
ly. Sanders Pub. Co. Average for igo, 2, 60,052 
(167). Actual average <= 1903, ape (2) 


Gate Dental 
pub. A ual eae a oy 000 


© . Grain Dealers Journal, s. 
DealersCompany. Av. for 1908, 4,854 (%) @@). 


Gite ious peteates, mo. T.G. Mauritzen. 
Act. av. 3 mos. 1903, $4,000, 


Ohi . Journal Amer. Med. Assoc. Wy. av. 
1903, it 15 (%), Jan., Feb. Mar., 190b, 80, 25. 


ic Voice-Review, mo. Ave! for 1902, 
2eoat, tia) For six months 1903, 26,166. 
Chieago, Monumental News, mo. R. J. Haight, 
pub, Av. for year end. July, 1902, pris 


Chieago, Musical Leader & cert-Goer, 
wy. Aver. year ending January 4, Seeeas Gk) 


. National Harness Review, mo, Av. 
Ps Toe 291 (183). First 8 mos. 1908, 6,250. 


Chieago, National Laund Laundry Journal, semi- 
monthly, Actual average for 1903, 4.968 copies. 


Park and Cemetery yand Lat Landscape Garden: “4 
mo. Av. for year ending July, 1902, 2,041 ( 


aan Tes, fats ce), Sunday Mereday 11 OtS Ck). 


Chicago, Retailer’s er’s Journal, monthly. <Act- 
average for 193, 6,785 (). 


Chieago, The Operative Miller, mon! Act- 
ual average for 1902, 5,666 (183). ; and 


leago, Tribune, daily. Tribune Co. In 1902, 
yA (OO) (68). = 


East St. Louls, Poultry Culture.mo. Poultry 
Culture Pub. Co. "Average 1902, 6,875 (192). Av- 
erage first six Sooke 1903, 14,888. 


Evanaton, Correct English, How to Use It, mo. 
Actual aver. year eud’g March, oe 10,000 (#). 
Star-Courier rage for 1903. 


Kew 
daily 8 BOS8CK). weekly 1,414 Aon Aver, guar- 
anteed circulation daily for Jan’y, 1904, 8,180. 


& Crouse, | A: 





Peorta, Star, , areas ana sande morning. 

Actual sworn average for 1902, 28,742 (219). 
Roekford, Register Gazette. Dy. av. for 1902 

5,554, s.-wy. 7,052 (223). 2 (223), Shannon, 150 Nassau, 


Roekford, Regehite, dail, Actua av 
Sor 1903, 6,540 (>). La Coste & Maxwell, N. 


INDIANA. 

Evansvill Courter dell and 8. Courier Co. 
pub. Act. av. ’02,11,218 ). swore - 03, 12,- 
618. Smith & Thompson, Sp. } Sp. age Chicago. 

Evaneville, Journal-News. Le 1903, dy 
18, 852(% ,S’y 14,120(). E. Kats, Agt.,.N.¥. 

Goshen, Cooking Club, Club, monthly. Average for 
1902, 25.501 oe A medium, as 
housewives keep every issue for daily reference 

Indionapelia, News, dy. Hilton U. Brown, gen. 
mgr. net sales in (903, 69,885 (sk). 

Lafayette, aoe Gs Journal, daily. Sworn 

average 1903, 4,002 (+); March, 1904, 574. 

Marion, daily. W.B. Westlake, pub. 
Actual av., 1903, {08,8895 Uk), March, 1904, &, T22. 

Notre Dame, The Ave Mar Ave Maria, Catholic weekly 
magazine. Actual average for 1903, 24,082 (+). 

Prineeton, Ciarion-News, Clarion Pub- 
lishing Co. Average for e for 1902, . 20) (264). 

Richmond, Evening Item. Sworn dy. av. for 
1903, 8,552 (2). Same for Deo., 1908, 8,742. 


South Bend, Tribune. Sworn 
1903, &,718 (%). Sworn ar. for Marek, 6 6,624. 


INDIAN mg pan 
Ardmore, Ardm weekty. 
werage for 1908, dy.. 1 HS eae ”S.8tBCe 
IOWA. 
Arli News. All home-print weekly. W. 
F. nee Average for if for 10% 1,400 282). 


Burlin 
Average 


m, Gazette, dy. Thos. Stive: 
Or 1903, pi Jan., 1904, 6,0. 


Bavenss av, 1903, fees 
8. wy. 1.660 mes, Dy. on. 1904, 9 508. 3 
guar. pt "hen doiste uble of as any "Davenport daily. 


Decorah, Decorah-Posten | (Norwegian). 
av. cir’n, 1903, 88,759 (). March, 1904, 40856. 


Bes 8 Pictnes. On ital, daily. Lafayette Young, 
A feorated 1903, 81. tS ted (%) 


pap. 


Des Moines. News, daily. Aver. 1902, 87.118 
(298). First 9 mos. 1903, aver., sworn, 41,871 net. 


Des Moines, Spirit of the West. wy. Eorecs 
and live stock. Average for: for 1902, 6.09% (204 . 


Des Moines, Wallace's Fa Farmer, wy. Est. 1879. 
Actual average for 1903, $8,769 (2). 


Museatine. Journal, dy. av. 1903, £360 (). 
8-wy. 2,708 (2). Dy. av. Ja Jan., 1904, 4,885. 


Ottumwa, Courier. Daily: Daily av. 1903, 4,512 : 
semi-weekly, 7,886 (2). ve sr (#)s 


Shenandoah, Sentinel, tri-weekly. Cove 
Page and Fremont counties. Average 1002,8,681. 


Siou z Sw, Journal. Dy. av. for 1903 (sworn) 
19,492 (+), a av. for Jan. and Feb. 20,172. 
Records alw: eon. More readers in its jield 
than of allother ily papers combined. 


Waterloo, Courier. Daily av. 1903,2,967 (%). 
Last 6 mos, 190%,8,057, S-w'y, 1,942, 
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KANSAS. 


Atehison, Globe, daily. E. W. Howe. (334). 
Offers to we 5, 200 daily circulation for 1903, 
on receipt any advertising bil bill. 


ag Appeal to Reason, weekly. J. A. Wa: 
land. Average for 1903, 1903, 260, 096 (). aii 
Wutchinson, News. _ Dai 1903, 2,768 i 
ie 2,112 (). £. Katz, "E. Kats, Agent,’ New York 


pka, Western School Journal. educational 
al ly. Average for 1903, 8 1903, am (%). 


fehita, le, d’y and w and w 5 AY 1902, d’y 16,- 
eek é , N.Y. & Ohtcago. 


zi, w’y 6,67 
KENTUCKY. 


Cleverport, Breckenridge News as Gen J. 
D. Babbage. Average for 19 for ioee, 2,248 ‘ 


Harrodsburg, Democrat. Best weekly in bent 
section Ky. Av. 1903, 8,582 (3); growing fast. 


Lexington, Leader. Av. for 1903, $908 (3%). 
wy. 2,806, Sy. 4,092 (%). HE. Katz, 8. A.,N.¥ 


arm, Evening Post, +. Eve Post 
Co., pubs. Actual average fc for 902, 26, 895 (374). 


Louisville, Herald. Actuc Actual da werage for 
= L. 214 (); Sunday, Rey, Ch); Fede Feb., 1904. 
21,150, weekly 12,400, Sunday 20,771. 


Bi Sun. daily. Average, 1903, 2,181(:k): 
for March, 194. 8,479. wie ” 


LOUISIANA. 
New Orleans, item, daily. 
Average erage fo 


R. M. Denholme, 
publisher. or Jan., 1904, 19,895. 
Official journal city Orleans. 


New Orleans. Louisiana Planter and S 
Mfr., wy. In 1902 no issue less than 8,000 (387 ‘ 


New Orleans, The Southern Buck, official 
organ of Elkdom in La. and Miss. Av. 02, 2,866. 


MAINE, _ 
Augusta, Comfort, mo. H. Gannett, pub. 
Actual average for 1902, 1 974,766 (391). 


Augusta. Kennebec Journ d’y and w’y. 
Average daily, 1903, 5,778 (+), Bo 2,170 (%). 

Dover, Piscataquis Observer. Actual weekly 
average 1903, 1,904 (%). 


wiaton, Evening Journal 
1903, ee elate) ©O). wy 15 wy 15482 (e @o Oo 


Phillips. Maine Woods and and Woodsman,weekly. 
J. W. Brackett. Average for 1903, 8,041 (2). 


Portland. Evening Expres Express 
daily 1 11,740(), Sunday es 0 i (x): 


MARYLAND. 
Baltimore, News, daily. Even News Pub- 
lishing Co, Ave verepe 1902, 41,588 (402), For 
March, 1904, 54,6 
MASSACHUSETTS. 
Boaton. Evening Transcript (©) (412) Boston’s 
tea table paper. Largest amount of week-day adv. 


Boston, New England M 
America Co., pubs. _Average 1 , 21.580 (420). 


Boa Pilot, every ery Saturd Roman Catho- 
lic. = dips Roche, edito cdnen @©0) 


ie, monthly. 


Boston, Post, dy. apa Torage for for we, 174.178 
gD. ‘Av. bey Ts 008 d . 188,- 
15. Largest p.m. or a.m. oy ng New ugland. 


Bon Kst. 1824. Actual daily av. 
1902, 78.852. In 1903, 76.666 (2). October /, 
1903,to March 4, 1904, 80,496. 

Largest evening circuiation in New England 

Reps. ; Smith & Thompson, N. Y. and Chicago. 


ton, Traveler. 





Boston, Globe. Ave: ‘or 1903, daily, 1 
554 (%), Sunday wets a. i. 
reulation in New few England. 
yr —— go in morning and afternoon 
editions for one price. 


Siapocster, Daily Times. Average f 
6,247 (427). First seven months ini6, ee ie. 


_ Ciasaasion, Cope Ann News. on 
year ending Februa: 15, 1904, 
); February, 1904, average 6.016 01 ‘68 


yon Telegram, dail dai. e! 
lishing Co. Average for ae 


Salem, Little Folks, mo. uventle. 8. BE. 
ino. Average for 1 2 7b.85 


field, Good Housek ning, mo. Avg. 
for io 108,666 (436). For end. Dee., 
1903, 185,992. All advertisements guaranteed. 


eprinsteld, Republican. Av. 1903, dy. 15, 
(+) (@©), Sun. 15,270 () (OO). wy. teas = 


Woreester. Evening Post, dail: Fea 
Post Co. . Average for 1903, 11,71 (. 


Worcester, {Opinion Publique, daily. A 
a 5.180 (%). y French paper in U. Bon on 
Roll of Honor. R. A. yay, Ries . and Chicago. 


MICHIGAN. 
Adrian. Telegram, dy. D. W.Grandon. Av. for 
1902, 1,270 (440). aera ir 1903, $912 ( %). 


Detroit, Free Press. Sor 1903, daily 
“oe CR), Sunday 65.848 x 


etroit. Times, ‘or 1903, 
25,800 (). February, 704 a Fw 405. A 


Grand Rapids, Evening Press, dy. Average 
1903, 87,499 (%). 40,0 40,000 guar. “daily Sor 1904 


Jackson, Citizen, », daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 a. Av- 
erage for first six months 1903, ante 


Jackson, Press and Actual 
average for 1903, 5,649 (ee Qo “Mar. »’0b, B, Sor 


Kalamazoo, Evening Telegraph. Last siz 
months 1903, dy. 8,886, 8.0. 8,681. Daily aver. 
December, 1903, 9,069. Guarantees largest and 
best girowtation qn the city and surrounding 


renin ees Gazette-News, 1903, daily, 8,671 
(3%). Guarantees 4.000 more subscribers than 
any other daily paper ished ia the city. Av. 
3 mo’s to Apr. 1, 9,495. 


Saginaw, Evening News, vy 2 Ave 
1902, 9,848 (473). March, 1904, datly 14,1 


MINNESOTA. 
Minneapolis, Farm, yo 8: d Home, se 
monthly. Actual average “~ Band (ak) e) 
Actual average January, 1904 1904, % boo 


winmconetie, Farmers’ Tribune, twice a-wee! 
Murphy, pub. _Aver, for 1908, 68,686 a 


Minneapolis, Svenska An rikanska Poste 
Swan J. Turnblad, } sos, = 48,88 () 


Mi lis, The House household 
monthly. Actual average 19 1903, 268.250 (%). 


Minneapolis Tribune. |¥ Bec: ¢, Murphy b. 
Est. 1967 8 daily.’ Arve 


. Oldest Mi: ve 
age for 1902, aaiiv, 6 etry ZZ (496); Yeung 
56,850. For 1903, dot iy average, 72, 
Sunday, 61,074. Dail; 
quer _ %, #908, was 7 129; 5 

2, HS ‘Sunday ore Sor first 
poe of 1904 1006 68.6 2. The daily av- 
$5664. the first quarter of this year was 

The only Minneapolis daily listed 
in Rowell’s American Ne per 
eae a we a or 
od dou 6 to date in ROLL oF 
ONOK, or elsewhere. ti Trib- 


une is the ree L Want 
Ad Medium of Minneapolis. 











en ee 2 ee 
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Minneapolis, Journal, daily. Journal Print- 
ing Co. 


“The Great Daily 
of the Great Northwest.” 


t, Jone 
won gona 8 (ck) Last 3 mos. 1903, 


hh, News and Press. th Ces. Sor 


Ra Louis, Medical al Brief,mo. J. J. Lawren 
A-M., M.D., _——— Av. for 1908, 87.950. 


National Farmer and Stock Grower, mo. tf 12 
mos. end. Dee., ’03, 106,685. 1902, 68,588 (563). 


Louis, Star ~~ Actual daily ae Sor 
. 


During Feb THE Mrmwnszotse JOURNAL 
made soother great record—1,359 columns of 1908, 64,878 Ge) i 
clean adve! btn pel against 1,289columns| St. Louis, The Woman's M e, monthly. 
of Of all kinds of v A A N sy competi- | Women and home. save! iB and Proven aver- 
jundays. a4 age for 1902, 908, average 


ior in 2% week —— and vo. by — ‘ky 
NNEAPOLIS JOURNAL 
columns of objectionable medical advertising in 





daily average circulation 
63,900 


ost ¥ this went home! THE MINNEAPOLIS 
Jou reaches the most homes of all classes 
po i. the clean family oe paperof the North- 
It is the paper that is prefe by read- 
ers and advertisers A a It is “The Great Daily 
of the Great Northwest. 


THE JOURNAL 
Goes Home. 


One clean poner in the home is worth ‘ive sold 
on the streets—from an advertising standpoint. 


M. LEE STARKE, Manager General Advertising, 
Tribune Building, New York. 
Tribune Building | Chicago. 


Minneapolis, N. W. W. Agriculturist, 8.-mo. = 
"08, 78,168 (498). 75,000 guar'd. s4¢.agate 


Owatonna, Chronicle, 8 semi-w’y. Av. a 
1903, 1.896 Ge) Owatonna’s leading newspaper. 
sup., Der 
Farmer im Westen, wy. Av. f Av. for 1903, 0, 500(3). 
wt Ps. ul, Aver. 
root weer Bt O88. Or BAUS Peay. 
a 6 NEWSPAPER, Wy aver. 1903, 78,026. 
St. Paul, Globe, daily. Globe Co. " ae. 


Actual average for 19038, $1,541 ( 


al Pol, News, dy. tte 192, 80,619 Oe) 
9 mos. 1908, sworn average 84,081 ne 


Present circulation, 2,100. 
St. Paul, Der Wanderer, with 


t. Paul, Pioneer- Daily average for 


Press. 
1908 84,151, Sunday 80,986 (506). 
St. Paul, The a a hay s.-mo. Est. 1882- 
Sub. 50c, Prof. Act, av. r end. 
Feb., 77,861 (hk). Act. Act. present av. 85, 85,000. 


Westlicher Herold. Av. 1908, Av. 1903, ey So Sonn- 
tags oan 28,111 (2); Volksbl. di 


80,045 
‘ MISSISSIPPL 
Jess than 1. 860 Gs (622). In Fein 10091, 900 coplee _— 
ee 


Juplin, daily. 
10,810 (i) Got tN ” E. Katz, Eels, spctal doe, wv i 


Kansas Cit, Journal, d’y 
for 1903, daily vo 808, « GH) weekly 188,229 C>. 
Kansas Ci Aa At ekly implement Trade J'rn’l. 
Ay. Heeb 188 ). Av. s mos. 03, 9,895, 
ansas City, World, daily. Aver, 1902, 62.- 
ots (642), EA). Firat vemos. 1903, pee ponent 


fae 


February. 
During February THE Mymareem JOURNAL'S Hon ofany  capiee ull comm in the 


Star. Act 
11,165 (2), Janaary, 1904, 18, 225. 


(590). 
average for 1903, 150:40008) 


endg. May, 1903,1,800. In 1902, 1,6 


8388. ctual proven 
rd mos, in any 1, 118.6 Cag ape 


"1903, every issue ranteed 
1506 $060 count. Largest circula- 


MONTANA. 


Anaconda, Standard. Daily a ‘or 1908, 
10,809 ‘). MONTANA'S B BEST NEWSPAPER. 


Butte, Inter-Mountain, eve 


ening. Actual sworn 

| ad circulation for yy 10,617 (%). Guarantee 

net circulation for py 1904, aver. 14,185. 

Helena, yy 
Co. 


age for 1903, 8,754 ( 


flontana. 


circulai of Sworn 
85 


ening. Record Publishing 
or 3, 10,001 (ss) daily. Aver- 


NEBRASKA. 


Lincoln, Daily wal euerene Sor 1093, 


Lincoln, Deutsch-Amerikan Farmer, 
Actual ea 1903, 158,625(%). 
Lincoln, .Freie Presse, weekly 6%). Actual 


Lineoln, Nebraska Teache a. mon 


& Crabtree, pub. Average for 1908, &, ion” 


Lineola, Western Medical Review, mo. Av. vr. 
60 (591). 


Omaha, Den Danske Pioneer, wy. hus F. 
Neble Pub. Co. Average for for 1902, se (694). 


Omaha, News, daily. Ave Aver. for 1902, 82,777 
40,055. 


(504). First 9 mos, 1903, sworn aver. . 


NEW HAMPSHIRE. 


Franklin Falls Journal-Transcript, weekly. 
Towne & Robie. In 1902, no issue jes thanS.400; 


Manchester. News, daily. Herb. N. Davison. 
Average for 1! 5.80 ( 

Leith & rt, N. Y. "Rep., 150 Nassau St. 
NEW JERSEY. 


anual ox erage thos, BEOR GH) in 1008 In 1902, ng. BO6. 
oan Dail: br year end. int Te Ben th 
alee 1903, wer ty GaSe” 89. 
1902, Mets. 098 (619) ; sept, 1008 rer, daily. antei —egpey 
Newark, Even‘ 


Co. Av. for 1908, phe 096 Ges 58,896 (Gk). Sy e891 = 


Newmarket, Advertisers’ ( wT Stanley 
Day, publisher. Average for Sor 1903, 5,125 (#). 


ante k, R ster, weekl Est. 1878. John 
ogy te —-—4, 1008, 8,961 (). 


pres NEW YORK. 

7» J - J Co. A 

age for 18, 16,68 ('k) ;December, 8 a 
Alb: > Times- . 
af ret = Union, ever 1002, 95.804 a0). vane Establ 


Binghamton, Ev , daily. 
fon ign, Evening Hered 11,515 (3). 


Rg ——, morning ; Enquirer, even- 





and hortic. 


astheziee, Americas nl average 
(549). yb set our. May, Jone, tek af 008, A storie, 4888 | ine 


W. J. verage for 1 
ing 48,818, evening 80,401 4). ™™ 
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Buffalo, Evening News. Daily average 1903, 
79,408 (xk). First 3 mos, 1904, 85,949. 
Catskill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408 (3). Av. last 3 mo’s, 8,566. 
Cortland, Democrat, erat, Fridays. Est. 1840. Aver. 
1903, 2,248 (sf). Only Dem. paper in county. 
Elusive, Pr'g Star. oft r. Av. for 2m, 6.08 ae pet. 
Guarant vt Or Ee Rene 
"Lett hie tuart, N. Y. . Y. Rep., yy 
News, dai aily. Ithaca Publishing Co. 
po om 4 B80 (%) Av. for Feb., 1904, 
4.650. NTeith & Siuart, WY. >. kep., 150 Nassau St. 
Le Roy, Gazette. “Est. 1826. 1826. ph "03, 2.254 (+) 
Larg. wy. circ. Genesee, Orleans & Niagara 
New York city. 
American Kngineer, my. R. M. Van Arsdale, 
pub. Av. 1903, 8,875 (sk). Av. women Pe00 
American Machinist, w struc, 
(Also European ed.) Av 1 18.5611 0) oe 
Amerikanische Schweizer Zeitung, w p B 
Pub. Co.,62Trinity pl. Av. for 1902, 15,000 a. 
Army & Navy Journal. Est. 1363. Weekl; 
Sor 1903,9,.026( % ). Present circulation ( rch s) 5) 
9,422.  W.C. & F.P. Church, Pubs. 


Bak W.R. ai88 (se 
publishers. Actual arerage for 1903, 4% Gk). 
Average for last three mount. 2 1908, 4,700. 


ane Magazine, ine, family monthly. Ben- 
po aod Bros. 0 Mp ey od 0 hte —s 0. an ( = ae 
you business, because its ek ion my 

QUANTITY, CHARACTER, INFLUENCE. 


Benziger’s Mc ne is sold only by yearl 
prt —— Coors advertise in wes tis columns 
reach a rable class of people. 


ing rates, 28 ofan my agate ine. 


Cheerful Moments, month ly. w. 
Publishing Co. Average for for 1902, Bos.888 (687). 


er’s “we monthly. _ 


Clipper. weekly (Theatrical). Frank Quee: 
Pub. Co., Ltd. Aver. for 1902, 26,844 (@ ©) 673). 


Delineator. we mo. Butterick Pub. Co., 
td. 1872, 1902, 721,909 (688). Act. ac. 
circ’ n for 6 a A ending June, 1903, 876,987. 


Dry Goods, monthly. Max Jagerhuber, pub- 
lisher. Actual average for 1903, 4,86 6 (+). 


El  gomeraio, mo. Spanish export. J. She 
ard Clark Co. Average for 1! for 1902, 5,875 (689). ™ 


Electrical Review. ,, weekly. Electrical Review 
Pub. Co. Average for 19%, 6,885 (#) (@ ©). 


Elite 8 uly, Purely fashion. Actual 
average for 1903, 62.125 ( B.125 (*). 


Engineering and ning Journal, weekly. 
ye . Average 1902. 10,009, (© ©) (674). 


r-Track News, monthly. Actual av. S00; 
Pio 8 months ing March, mS $353° 
- edition, 90,000; May edition, 1 


berdasher, mo., est. 1881. Actual average 
08, re 18 (,) Binders’ vit and Post O 
receipts distributed monthly t monthly to advertisers. 


les, —y un 


Hardware, semi-monthly. avemnge for 1902, 

8,802 (683); average for 1903, 1903, 9,58 

Hardware Dealers’ ine, monthly. In 
1993 no issue less than 17,000 GS. 0 

Junior Toilettes, fashion m< monthl ee. 1 r- 
huber, pub. Actual a b average | 1903, #1 6,540 

Leslie’s Mon‘ Magazine, New York. a voll 

reulation or the = 12 months (1909), 218.- 
684 (>). werage circulation 288,278. 

Morni Telegraph aes hh, daily. Dail Telegra bh 
Co., Dubs.» Average for 1902, Yor 1902, 28,228 228 (668 ‘ 

Music Trade Review, music. rye and meollitlt 
ly. Aver. for 1902, 5,452 (677 


Willis | ( 
‘ 








New Idea Woman’s M 
New Idea Publishi: 
ual av. circulat 
1903, 179,500. 


New Thought M: 


agazine. ions, m’} 
Co. ebabished 1608 ‘Act. 


‘or six months ending Dec., 


e, gazine, moved to New York 
City. Average os ~; 2 ug Be, 29,2389 
(183). Average end mber, 1903, 104,977, 
sworn. The only pan ty dium for | New Thought peom 
Pharmaceutical cal Era, week: weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce street. (© ©) ao 


PR List of Railroad Offici als, qly. Railr’d 
& Transp. Av. 02, 17,696 (702); av. 03, 17,992 


Police Chronicle. weekiy. Police Chronicle 
Pub. Co. Average for 1903, 4,914 (%*). 


Printers’ ~3 Lng A fees for advertis- 
ers, $5.00 pe! deo. Rowell. Est. 1888. 
A poh nee ay 1968, oti 1.001 4 x). First seven weeks 
1904, oh, antwat average 12,092. 


Railroad Gazette, railroa: railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (O@) (680). 
The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending May May, 1902, 8,488 (687). 
The Design fashions, month! Standard 
Fashion Co. Established 1804. ‘Achat av. re 
— 4 six months ending December, 13, 


The Iron Age, wuenty, established = @® 
(676). For more than a generation 
ing pu ree & iu the hardware, iron, sears 


rdmetal oa awarded a sterlin or Sugar 
Bowl to the Iron as. ne Aswarded Noven as follow _ 
wa: 1901, 


ded Ne 
Printers’ ink, "he "Little 
“ Schoolmaster inthe Art o 
ej fat oe to The Iron Age, 


et paper in 
oo of America that, taken all in all 
ituency the best service a 
Ads r 





serves its pu asa 
- «Flom witha aes class 
The Ladies’ World, mo., household. Average 
net paid circulation, 1903, 480.155 ( (#). 
The World. Actual aver. for 1903, Morn., 278,- 
607 (x), E’v'g, 857.102 (%). Sy, 888,650 (+k). 
Toilettes, fashion, monthly. Max Jagerhuber, 
co Actual average for 1903, 61,800 (:). 
re’s Magazine. Gaylord Wilshire, ed., 
199 Ee ee St. Aet. av. “ending Sept. 1902, 46, 
ans mien av. ne eight mos., 1903, 100,625. 
ochen' d Comment, mo. Law. Av. 
or 1902, 30,000 yo (715): 4 year 4 years’ cvera, 80 cnn 
Syracune, Evening x Herald, daily. 
pub. Aver. 1903, dy. “88, ‘88,107 (3) SySeavece., 
Utiea. National Electrical Contractor, mo. 
Average for 1902, 2,2 
Warsaw. Western _—_ a weekly. Aver- 
| no daily 1908, 8,802 (3). In county of 32,000 with 


Welleville, Reporter. On 
Co. Av. 1903, dy. Lisidr ay 2, 958 (: tx). 


Whitehall, Ch 
pr. ate ine x Liste Inglee & Tefft. 
NORTH CAROLINA. 
ox pariette, anguae North mtd Spek 

newspa: 'y av. 1908 

By.Gt91 (bs weminy £800 
Rale .. Biblical Reco: , weekly. 
1903, 8, 872 (2). 7 

a'Forks, Her sh aeons for 

Grau 

5.811. Wil guar. be 60 For ne fe Dako 
BIGGEST D. LY. ‘Ln Conte laxwell, N.Y. Rep. 


Wahpeton, Gazette. Aver. 1903. 1,564 le 
Targest circ. in Richland County. Home past 


Average 
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OHIO. 
Akron, Beacon Journal. Aver. 1903, 8,208 (+) | q 
(7). wT. 523 Temple Court. Av. Mar. 04,9, 125. 
Ashtabula, Amerikan San Sanomat, w’y. Aug.Ed- 
ward Average tor r 1902, 8,5 8,558 (7! 72). sia 
Cineinnati, Enquirer. Established 1842. Daily 


(@©), Sunday (© ©) (761). Beckwith, New York” 


Cincinnati, Mixer and pre: monthly. Actual 
ie soon A average 
Hotel and 


ft organ 
faery ag 7 Em Alliance and Barten- 
Int. at mpl I, WATCH USGROW 


Cincinnati. Phonographic Magazine, mo. 
Phonog. Institute Co. Av. - for 1902, 10,107 (764). 


Cincinnati, Trade Review, m’y. Highlands & 
Highlands. Av. for 1902, 2.584 (765). 


Cingtaness, Times-Star, dy. Cincinnati Times 
Star Pub.Co. Act. aver. for 1902, 148,018 (761) 
Actual average for 190%, 1903, 145,164 (+). 


Cleveland, Current rent Anecdotes (Preachers’ 
Mag.),mo. Av. year ending 1 ee 31, 03, 15,750, 


Cleveland, Plain n_ Dealer. 1841. Actual 
daily anarags 1908, 66 Nts ck) be Sunday, 60,759 
fe March, 1904, 24,516 daily ; Sunday, 
67,870. 
aE Press, daily, democratic. Press 
Printing Co. Actual av. for 1902, 24,989 (770). 

Dayton, News,dy. News Pub. Co. Average 
Sor 193, 16,407 (3). February, 1904, 1%, 887. 


ae, i Young Catholic wee BE 1 Fy semi- 


Pflaum. Aver. . Aver. for 1903, 8 (2K). 
Laneaster, Fairfield Co. 


ublican. In Aug- 
ust, 02, no issue less than 1 sthan 1,6 for 2 years ( 


Mouefeld, ¥ News, “daily-weekly. Average 1903, 
4,151 (%). N.Y. office, 523 1 523 Temple Court. 


Springfield, = and Fireside, ogrtestturel, 
semi-monthly. 877. A average for 1902. 

811,220 ( * 
months, 1903, 840, 875. 


&pr d, Press-Re Republic. Aver. 1903,9,288 
(ere on $,807. NY. «_N. Y. office, 523 Temple Ct. 
Ww ’s man’s Home Companion, 
rest. 1873. A ctual av. for ~ 
pinnae Sor first six 


Springfield, 
i monthly, est. 
862.666 (800). Actual 
pe nay ‘oes. 885,166. 


Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088 (2). 
OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020 (2). 


Guthrie. Oklahoma State omg 
Aver. for 1903, dy. 20,062 ( oe eT GE). 
Year ending Ji ly 7, 08, dy. 9806s wy. 28,119. 

GREGOR. 

Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 100s 1, 898 (820). 

Portland, Fven Telegram, dy. (ex. Sun). 
Sworn cir.’08, 17,64: 48 (3k). In7%02, ng 


Portland, Pacific Miner, semi-mo. cin 
ending Sent., 1902, 8,808; first 8 mos. oeee 4,912. 


PENNSYLVANIA. 


Bellefonte, Centre Democrat, we” 
Kurtz, Pub. Sworn aver. 1908, 8, (& 


Chester, Times, eve d’y. . oY, Av. 1903, 8,187 (2). 
. Y. office, 220 B’way. FR. Northrup, Mgr. 


oper ile, po arien, dail 


fy weekly for ig A 
Neon -~4 4904, 2, 


( rig, Times, daly, Avera "E Wale, Sp aga Y. | soni t 


ctual 
* awed average for first siz i.) 





‘5,08 090 a hae: daily 


Harrisburg. Tei h, dy. Actual daily aver. 
1903, 10,886 (+). » nar endin , ee 
ary, 10,544. Avei rage, February, 10,4 88. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of the “* The —_- ” tor each day in 
the month ofMarch, 1904 

1 


Sewrmamcmern- 





“otal for 27 days, 4,963,593 copies. 
NET AVERAGE FOR MARCH, 


183,837 copies per day 


BULLETIN’s circulation figures are net; 
fy tag unsold, free ona pa copies 


a been omitted. 
L. McLgan, Publisber. 

Philadelphia, April 4. 1904. 

THE BULLETIN goes daily inte ms more Philadel- 
phia homes than any other m 

THE BULLETIN has by — “thowsands th 
largest local cireulation of ao Philadelphia 
newspaper. 


Philadelphia, Camera, - Frank V. 
hambers. Average for ‘bee. 6.7 (871). 


oe Farm roman renee . Wil- 
ry tkinson oT ublishers. verage 
Print ers’ Ink awarded 
fe apa Bonet to Farm Journal with this 


ion : 
warded June 7. 1902, 
ie ‘Printers Ink, : Tae 

“* Schoolmaster’ in the y of 
= 4 to the Farm 
pen epee & After acanvassing 
A fay. ing our ¢ 


‘those published tit the the arm Shas been 


pana 4 a one ob te E 8 purpose 
‘asan 
“ral population, ond asan efective and economé- 


. 9 with them, 
“ through its a vertising colt columns.” 


Philadelphia, American Medicine, 10; Av. 
for 1902, 19,827 (865). Av. March, 1903, 16,827. 
Philadelphia, Press. Av. ci 100,000 
daily. Net average for Feb., 908, 121,061. 
oe hia, Public Ledger, d . Adolph 
8. Oc publisher. OO) &H in! 
Philadelphia Reformed | Church Messe: 
w’y. rehst. Arerage for 1903, 8,558 (3 
nalhmeniie Sunday School Fue, weet 
Average for 1902, 101.815 (869). Average to 
1, 1908, 108, 057. Religious Press Asso., Pile. 


{bune. Chronicle-Telegraph. Aver., 1902, 











Pittsburg, Gazette, d’y and Sun. Aver. ro 
1902, aaa (876). Sworn statem’t on applicat 


urg, Labor World, wy. Ar. 1908, 18, 

obstar Reaches rest Pe einse Gf workman in Us. 
Bang My sy Wm. H. Seif, pres. 
waved ). Average first 

months 1003. 6 64,8r1 Ti - 
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Scranton, Times, every evg. - J. Lynett. Av. 
Sor 1903, 21,604 (>). La Coste & Maxwell, N.Y. 


Warren, Forenings Vannen, Swedish, mo. 
Av. 1902, 1,541 (889). Circulates Pa.,N. Y.and 0. 


Washington, Reporter, daily. John L. Stew- 
art, gen. mgr. Average for | for 1902, 5,857 (839). 


Weat Chester, Local Net News. daily. W. H 
Hodgson. Average for 1902, 15,086 890). 


a Gri America’s Grea 
Week Net paid madi 1903, 181,868 ‘on 
Smith & & Thompson, leps., New York and Ch icago. 


Fork. Dispatch, dail h Publishing 
Co. rage for 1 1903, S108 ( 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 (:) ( 


Sunday, 19,892 (+) (OO). Evening Bulletin 
886 ( } av. 1903, vidence Journal Co., Be. 


easterly, Sun. Geo. H. Utter, pub. Average 
om ass isk). Only daily in So. Rhode Isiand. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly. G. P. 
Browne. Aver, 1903, no issue less than 1, 50 (3). 


Charleston, Evening Post. Actual dy. aver. 
Sor 1903, 2,842 (#). rst 3 mos. 04, 8,170. 


Geeta, State, daily. State Co., publishers. 
Actual a verage for 1903, Tiaily, 6.568 (#): semi- 
weekly, 2.015 ( (CK); Sunday, %,2 7, 705 ( First 
3 mos. 1904, daily 7,440, Sunday 8, 


SOUTH DAKOTA. 
Sioux Falls, io Arges Leader. Tomlinson & Day, 
publishers. Actual daily average fo1y1902, 5,819 
(15). Actual daily aver. for 1903, 8,882 (+). 


TENNESSEE. 
Chaptenosen, Southern Fruit Grower, mo. 
Actual average 1903, 17,855 (%). Rate, 15 cents 
per line. Average for January, 1904,19,177. 


Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850 (923). First 6 mos. 1903, 1,425, 

Knoxville, Sentinel, daly. 
9,691 (2). 6 mos. ’03, 10,168. Feb., 


Lootinm Tribune, semi-weekly. 
Carter. ctual average 1903, 1903,1,201 (%). 


Memphis, Morning ng News. Actual daily aver- 
age for 1903,17,594(:); March, 1904, average 
21,758. 

On May 4th the Memphis MORNING News will 
be two years old, and it is a lusty two-year-old, 
Its daily columns are full of advertising, and its 
Sunday issue carries two pages of classified and 

90 of display advertising. 
fvery local advertiser uses its columns, which 
isan evidence of their value. The News’ circu- 
lation has increased nearly 30 per cent in the 
past three months, which is a marvelous show- 
ing for any newspaper. 

It shows that the News stands well with 
the people, and its policies are liberally sup- 

ported. 

Advertisers he that the News pays 1H 
and with a jon exceeding 22,000 it is 
bound to topay. 


The News’ Seotetien books are open at all 
times to advertise 

Tt does not take” back unsold copies from its 
carriers and news agents. and is strictly a paid 
circulation. 

Most of its circulation is Getivesed directly 
into the homes of its readers. and this is the 
kind ats circulation that pays. 

The News is represented in New York and 
Chicago by the Vreeland-Benjamin Special 
Agency. 


1908, 
12,278. 
WwW. M: 


mrt 








Memphis, Conmmenetet oy a 
and weekly. p O89 Ge 
Sunday $8,080 ( N80, Sy 4 1 (%), ¢ 
Dec,. 1903, dy. 28,9 41,470, wy ‘Siset, 


Nashville, Banner, daily. _ oo. Av, for ?_* ending 
Feb,, 1908, 16.078 (i). Av. for Feb, a1. 
287. Only Nashville een ewe 


Nashville, Christian Advo TT SAT Gan). ita 


& Smith. Average for 1902. 1 ion 14, 
Nashville, Progressive Tes ve Teacher and Southw’n 
School Journal, mo. Av. for 1902, 8,400 (930). 


TEXAS. 
Dallas, Retail Merchant, mo. (formerly Retail 
Grocer and Butcher). Julian © ‘apers, publisher. 
Average for 1903, 1,105( %); March, 1904, 1,215. 


wn Denton Co. Record and Chronicle, 
W.C. Edwards. Av. for 1902, 2,744 (945). 


verage for 1903, 

tative, 

est issue of 

irect the goes 
ae El 


Tepes, 
the accuracy’ 4 bo 
ALD ratin but. it has —— 
rent that t “Times” rating Sraudalent. — 
-RINTERS’ INK, July 22, 1903, 


1, daily, Si 


we Herald, —_ 
8.865). J. P. Smart 
50 Nassau St. N lew Ye York. 


the American 

iw Re ay» dalle pes pa 

are rated. No one 
ER 


Tet the 


La Porte, Chronicle, week} Jog G. E. Kepple, 
publisher. Average for 1902, 1, (954). 


Paria, Advocate,dy. W.N. Furey, pub. Act- 
ual average, 1903, 1, 827 (2k). 


r brent, Democrat, Ao. 1903, dy., 1,019.4) 
4,250 (%). Liquor ads excluded. 
ness. 24 years under same -~ Eh... 4 


e 
Ogden, Standard. Wm. Glassman. 7 
for 1902, daily 4,028, semi-weekly sob1 or 1 (970) 


VERMONT. 
Barre, Times, daily. F. E. Langley. Aver. 1903, 
2,710 (%). Last siz months months 1903, 2,886. 


Burtin; ery Free Press, A Actual dail 
1903, &.& tf?) Circulation suamined by Ass’n 
of. is Only Vermont paper examined. 


lington, News. Jos. Auld. Actual daily 
aan "003" 5,046 (2), aver. December 5,886. 


VIRGINIA. 
ottgmgnt, ee Taner, pa he sore | ex- 
t Sunday. 
ry 7 1904, ng 41 a tay Te 
culation between. Washington and y lam gg 


WASHINGTON. 
Spokane, Saturday §; tor, weekly. Frank 
e. Average for » , 5. 886 (999). 


Tacoma. ig News, dy. Av. 02, 18,659 (1000). 
Av. 9 mos. 1903, 14,014. Saturday issue, 17,222. 


Tae . av. 1903, 18,018 BS 2 
Sy., 15,615 | —— wy., $912 (s). Aver. 
1904 i140 5 Sy.,1%. 500; oy, 8. 0.500. BC. C. 
Bec h, rep., Tribune Bldg., N. Chicago. 


‘ome VIRGINIA. 
Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 2,804 ( 009). 


WESCCRSEn. 
Madison, Amerika, weekly. Amerika Pub- 
lishing Co. Average ‘tor 1 1902, 9.496 (1026). 


Milwaukee. Fvening Wisconsin, d’y. Evg.Wis 
consin Co. Av. for 1903, 21,981 (sk), December, 
1903, 25,090; March, 1904, h, 1004, 25,848 (@®). 

Milwaukee, Germania-Ab 
year end’g Feb.,’04, 28 BTé; av. ne Feb G4Gde. 
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(A Roll of Honor—cContinued. 





il kee, Journal Orie Ae 
Py ys 1903, 88, 504 ( de Feb. 4904, re BL GAR, 


P——y yy 18 ( 
verage Jor . 
oot Adv. #2. 40 per inch. 
fon, © weekly. Post Publ 
mu Mor T1902, »588 (1044). All home 


BRITISH knee 
Vancouver, Provin aily. 
publisher. Average for i ion, 5, os? (1051). 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 
MANITOBA, CAN. 
Winnipeg, Free weekly. 


Pom, 
Soke. Daily | Tees F31. a 


Mirch, “ten 25. 
Winnipeg, Der Nord westen, German w’y. Cy 
for 1903, 9,565 (2), only mediu.n in special flela 


turist, wee 
). First 3 mos. 1904, 


Vg 


C. Nichol, 





NOVA dayatry ec eee. 
Halifax, Heral Av. eee 


kly. | 8,571. ‘Av. 1903, veatGe. ye 1904, 15,000. 


ONTARIO, CAN. 
Toronte, Canadian Im t and Vehicle 
Trade, monthly. Average Jor 1903, 5,875 (%). 
verage Sor 1903, 20, 


Toronto, Star, 
971 (>). wordl,san "b0,658." 


QUEBEC, CAN. 
Montrea! Est. 1808. Actual 


ey ys 22, is. 


Mentreal, La Presse. 
lisher. je average 1902. 

Average to Sept. ist, 1903, 75,075 (1 

Montreal, Star, dy. & wy. Graham & Co. Av 
for ’02, dy, 55. O79, vy. 121. 418 (1093). Sixmos. 
end. May 3/, '03, dy. av. 55,147, wy. 122,157. 


Treffie Berthiaume, 
se 


A whole page ad sandwiched be- 
tween the Roll of Honor pages costs 


$40; a half page (1 col.) $20; a quarter 
page (% col.) $10. 


Such advertisements can be had 
by a publication represented in the 


Roll of Honor, and no other. 
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A JOURNAL FOR ADVERTISERS, 
@™ Issued every Wednesday. Subscription 
price, five dollars a year,in advance. Ten centsa 
copy. Six dollars a hundred. 


ADVERTISING RATES : 
Classified advertisements, Aireos oem —— 
and Want Ad Mediums, set 
ning with a two-line initial letter; but Lope Ra. nal 
no ae ae larger pearl,10 cents a line, 


Displayed advertisements 20 cents a line, pearl 
—— lines to the inch (3); 200 lines to the 


od vifor specified position (if granted), 25 per cent 


For position (full pase) first on first or last on 
last cover, double price. 

For inside of cover pages or first advertise- 
ment on a right-hand o pages) or for 
the central double pages printed across the 

rein, 50 per cent additional. 

On time contracts the last copy is repeated 
when new cupy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter 0: —_ may 
be discontinued at the pleasure of the advertiser, 
and space used paid for 

Two lines smallest advertisement taken. Six 
. erent reading matter is 1 

vel ng ap) ing as ing r is in- 
rted Pr 


se ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
Cuares J. ZINGG, 


Publisher, 
Business Manager and Managing Editor. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill.ED 


NEW YORK, APRIL 20, 1904. 


ENTHUSIASM is the lubricator 
which oils the wheels of adver- 
tising. 











AN effective piece of advertising 
by telegraph was undertaken on 
April 1, when the Daily Gazette, 
Kalamazoo, Mich., sent out to ad- 
vertisers a message reading: “No 
April fool joke; we guarantee a 
daily circulation exceeding ten 
thousand copies; this can be made 
a part of every contract.” 


Mr.. W. M. LAFFAN authorizes 
PRINTERS’ INK to deny the statement 
that he has offered to sel] the New 
York Sun for $5,000,000 but refuses 
to include its real estate in the deal at 
the price specified. Mr. Laffan further 
promises not to sell the Sus to any- 
body at any price without PRINTERS’ 
: INK’s knowledge and consent. 


TuHeE publisher should tell the 
advertiser when he believes his 
copy to be deficient. Then, if the 
poor copy is run, the publication 
will not be blamed for the poor 
results. This would be a definite 
step toward editing the advertising 
columns.—Mahin’s Magazine. 


LIVERPOOL proposes to’ raise a 
fund to advertise historical and 
other attractions to the thousands 
of passengers who land there from 
American liners and rush off to 
London. 


Pau. Pierce, editor and pub- 
lisher of What to Eat, the Chi- 
cago magazine that has waged war 
on adulterated foods, has been ap- 
pointed Superintendent of Food 
Exhibits for the St. Louis fair. 


At the regular Sphinx Club din- 
ner at the Waldorf-Astoria Wed- 
nesday, April 13, 1904, it was 
moved by F. James Gibson, and 
seconded by Herbert F. Gunnison, 
“that owing to the fact that it is 
proposed to establish a school of 
journalism at Columbia University, 
the Sphinx Club does hereby re- 
spectfully petition the University 
authorities to include proper in- 
struction in the art of advertising 
in connection with the proposed 
school.” The resolution was car- 
ried unanimously. 


THE United Billposters’ Associa- 
tion of Great Britain maintains a 
censorship committee that passes 
upon posters submitted for public 
display. Outdoor advertising had 
taken a sensational turn in the 
British Isles, according to the Ad- 
vertisers’ Review, London, and the 
committee really forestalled action 
by the police authorities, keeping 
objectionable posters off the hoard- 
ings. It is now proposed that some 
such measures be taken to bar of- 
fensive advertising from British 
newspapers and magazines. 


THE Journal and_ Tribune, 
Knoxville, Tenn., issues a special 
number called the “rural free de- 
livery edition,” in commemoration 
of the completion of the rural mail 
service in Knox county. A feature 
of the paper is a double-page map 
of the county, showing practically 
every house, with the forty-three 
mail routes that make up the sys- 
tem. These routes cover 1.000 
miles and reach 6,000 homes. The 
Journal and Tribune puts a paper 
into 3.000 of them, it is asserted, 
almost as soon as Knoxville read- 
ers are served, 
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ApvertIsinGc that attracts atten- 
tion may be productive, but not so 
much so as advertising that is re- 
membered. Only one really good 


device has been perfected for stick- 
ing the advertising in the popular 
memory. That’s the trademark. 


Geo. R. Craw, one of the 
proprietors of the Geo. R. Craw 
Advertising Agency, has sold his 
interest in the latter concern, to 
take the general and advertising 
management of the Peter L. Frost 
Company, of Chicago, IIl., manu- 
facturers of the Radiumite brands 
of self-honing razor strops, razors 
and hardware specialties. 

Cuicaco’s oldest daily, the 
Journal, has been purchased by 
John C. Eastman and E. W. Har- 
den, passing from the former 
owners, Ralph H. Booth, George 
G. Booth and James E. Scripps. 
Mr. Eastman, who will direct the 
paper’s business affairs, has been 
connected with dailies in both New 
York an! Chicago, and was busi- 
ness manager of the Hearst papers 
in the latter city. Mr. Harden will 
control the editorial department. 
He has had fifteen years’ experi- 
ence in reporting and editing on 
various Chicago dailies. 

THoMAs BALMER has awarded 
his prizes for essays on magazine 
advertising, and the successful pa- 
pers will appear in the official pub- 
lication of the Butterick Trio, the 
Woman’s Herald for Men. The 
first prize goes to A. Cressv Mor- 
rison, New York; second, W. C. 
Howland, New York; third, H. I. 
Stimson, Chelsea, Mich.; fourth, 
Oscar Herzberg, New York; fifth, 
Eddy S. Brandt, Chicago. A sixth 
prize was created for an essay by 
Elmo E. Calkins, New York, and 
Mr. Balmer has also purchased 
fifteen other essays submitted in 
the competition. All essays were 
judged by a committee of five ad- 
vertising agents, the papers bearing 
no indication as to. who wrote 
them. The total number of essays 
contributed was thirty-five, and 
the results of the competition 
showed that the successful authors 
were men engaged in magazine ad- 
yertising. 
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WouLtp you know the public? 
Then know thyself. 


THERE is a unique window ad- 
vertisement in an Eighth street, 
Philadelphia, store which is at- 
tracting much attention. The price 
of the one kind of article shown in 
the window is $2.50, and in several 
places there is fastened to the in- 
side of the plate glass a 50-cent 
piece backed by two one-dollar 
bills. The money is real. At one 
of these places, splinters of glass 
are arranged radiating from a point 
of which the 50-cent piece is the 
center, in such a way as to look as 
though the window had been 
broken from the outside. The bills 
behind the coins are slightly 
rumpled, too, as though they had 
been snatched at. The device 
catches the eye of every one who 
passes, and, the glass of the win- 
dow being very clean, the thing is 
deceptive. Not a few persons, in- 
deed, go up and touch the glass 
to make sure if jt is there. 

Durtnc the recent flood in 
Grand Rapids, Mich., the Evening 
Press, of that city, lost, its press 
temporarily, the water rising to a 
point where the pressroom was 
submerged. The paper was then 
printed on the Herald’s press until 
water put that out of commission 
also. The Press and Herald were 
then printed at the Post’s plant, 
but the facilities proved entirely 
inadequate for three daily news- 
papers. A four-deck Goss was 
located at Detroit. Orders were 
given to have it dismantled and 
boxed. There were 18,000 pieces, 
or thirty truck loads. Only by 
heroic work could a clear line be 
found between the two cities, as 
many of the railroads were under 
water at important points. The 
actual work of dismantling was 
not begun until Saturday after- 
noon, March 26, but the press was 
taken down and loaded on a train 
in twelve hours. The train arrived 
in Grand Rapids late Sunday af- 
ternoon, but meantime a founda- 
tion had been laid, and by Monday 
night the last bolt had been put 
into place and the press was ready 
to print papers. 
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AN advertisement is never so 
strong as when it has been verified 
by purchase, for then it establishes 
a credit for all future advertising 
put out by that firm. 


Joun L. WHELAN, the well- 
known St. Louis billboard man, 
recently in New York on behalf of 
Advertising Men’s Day at the 
Word’s Fair, died suddenly at his 
home in St. Louis on April 7 of 
an apoplectic stroke. He was 
forty-seven years old, had been in 
the publishing business at one time, 
and a few years ago was adver- 
tising manager of the C., H. & D. 
R. R. at Cincinnati. At the time 
of his death Mr. Whelan was vice- 
president of the St. Louis Advertis- 
ing Men’s League and one of the 
managers of the St. Louis Billpost- 
ing Company. He was widely ac- 
quainted throughout the country, 
having been employed on news- 
papers in New York City, Boston, 
Chicago and other cities. 


THE gay lithographed cover of 


the seed annual, with its brilliant 
pinks and pumpkins, is always a 
temptation to youth. Country 
youngsters like to send for seed 
annuals and cut these pictures out 
for scrap books and wall decora- 
tions. Some of the seedsmen dis- 
courage this thirst for art by put- 
ting plain black and white covers 
on their catalogues. The Little 
Schoolmaster has often wondered 
if a seed catalogue stripped of its 
covers has lost any of its adver- 
tising value, for the prices and 
context are there, and perhaps 
when the children get through 
with it their parents may find the 
book profitable reading. H. W. 
Buckbee, a seedsman of Rockford, 
IlJ., seems to think it worth while 
to put the catalogue into the home 
at any cost. Therefore, his 1904 
annual has a double set of litho- 
graphed covers, as gay as the gay- 
est, and there are tempting pic- 
tures on both sides of these double 
covers, giving eight cut-out pic- 
tures instead of the regulation two. 
As all information regarding ship- 
ping has been printed in the body 
of the catalogue its value will not 
be impaired by mutilation. 


Mr. Frank A. MUNSey admit- 
ted at the meeting of the Sphinx 
Club April 13 that the New York 
News is for sale. 


THE Long-Critchfield Corpora- 
tion, Powers Building, Chicago, 
and 150 Nassau street, New York, 
should have been on the list of 
names recently published in Print- 
ERS’ INK as advertising agents rec- 
ognized by the A. N. P. A. 


IN a piano voting contest re- 
cently conducted by the Evening 
Journal, Wilmington, Del., two 
high-grade instruments were won 
by the high schools of Bridgeville 
and Laurel, that State. The con- 
test ran three months, and the 
winners cast nearly a quarter mil- 
lion votes, each accompanied by a 
coupon from a copy of the Journal. 


ARRAYED as monkeys and dis- 
porting themselves with a dexterity 
that approximated the pranks and 
capers of the real article, two boys 
attracted large crowds the other 
day by their fun making in one of 
the windows of Evans’ drug store 
at 1012 Market street, Philadelphia. 
The acrobatic feats of the boys 
and their juggling of small balls 
and other articles interested the 
onlookers and caused great 
laughter. In the rear of the win- 
dow stood a cabinet, with a plac- 
ard bearing the information that 
an jllusion called “The Disappear- 
ing Monkey” would be exhibited in 
the gift room on the second floor 
of the store. The illusion is cal- 
culated to puzzle the spectators. 
One of the monkey impersonators 
opens the cabinet and shows his 
companion within. He then closes 
the door, opens it again, the 
monkey inside has disappeared. 
After closing the door again, the 


monkey on the outside reopens it, 


and the monkey in the cabinet is 
seen once more. The change is ac- 
complished with great rapidity, and 
is calculated to defy the most dili- 
gent efforts to determine how the 
monkey in the cabinet gets in and 
out without being detected. Be- 
tween. times the monkeys go 
through their tricks, and a boy, 
with considerable musical talent, 
plays the piano. 
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Mr. Atrrep E. Rose has pro-  ApvertisinG that makes a stir 
moted a new advertising agency in doesn’t always stir up trade. 


italized at one thousand == 
Boston, cap ages THE splendid new store of Perry 


: i f 5 : 
cere Se Pe & Co. the famous Philadelphia 


. H. Tayl d ‘ : 
an yet af vs ial sl ee clothiers who this year completed 


vs their fortieth year of business life, 
oe oe apna was opened the other day. The 
. —_—— store is in the Perry Building, 
Tue advertising department of southeast corner of Sixteenth and 
the Milwaukee Journal has begun Chestnut streets, and is believed to 
in that daily a column called be the most perfectly appointed 
“Black Ink,” in which are present- and conveniently arranged estab- 
ed from time to time ideas and lishment in the city devoted ex- 
comment on newspaper advertising. clusively to the sale of clothing for 
The matter is pithy, and deals men and boys. The firm is now 
chiefly with local conditions, the composed of Edward Perry and 
object being to interest Milwaukee his three sons—John C. Edward 
retailers in newspaper publicity. R. and Joseph M. The basement 
DIsTRIBUTION Of the circulation of and first and second floors are 
. ; -. used for the store, the rest of the 

the Woman's Magasine, of St. Louis: big building being devoted to of- 


PE ~. 5 cWeacwW ade dosed ences 15,590 . by 
New Hampshire fices. The first floor, finished in 








Vermont weve green oak, allows a display room 
Connecticut es. LLLLLLE Ssizga 61x62 feet, and contains over 
TG IGM so oa oa 8 Ss ocveu se 5,790 10,000 suits of clothing. Large 
New York eee ee eee eeeeeeene 197,605 glass wardrobes are hung full of 
Mayen III, 2eng§@. suits, thus preventing wrinkles, 
District of Columbia .......... 3,980 and each is lighted by electricity, 
New Jersey ....+seeeeeeeeeees 25,650 showing to advantage business and 
Virginia, LILIES asia Sack suits, frock, Tuxedo and full 
II. sg occecccccscesc 16,241 dress coats, boys’, children’s and 
North Carolina ........+-+++++ 7,790 men’s garments, overcoats and 
ony pena Eee eee saat 3,901 waistcoats of every pattern and 
Florida ...............2222222. §,g00 Style. The ceilings are finished in 
MEE voxs ince sane odaee eRe 6,300 white and the side wails in buff, 
parent settee ee eeeeeeeenes on while numerous _looking-glasses 
Texas ................ eee eee, 29,980 are everywhere. On neither floor 
CO BREE Seen 9,320 is there a column to break the view, 
— settee eet eee eee eee RL and the ample elevators connect 
Indiana ........... cece, 7gqao All the departments. In the base- 
cant anins*sepnrewe rete 122,641 m-nt are the tailors, pressers, dry- 
meal seen eee eee eee e nes aos ing room, engine and boiler rooms, 
Minnesota ......sccccccllllll, 62720 three dynamos, elevator pumps, 
opera rrere rey 53,249 fire pumps and every mechanical 
Missouri Re art ena aoa $8,560 and electrical device necessary for 
North Dakota ........000lLL) “8600 the equipment of such a place. 
A eS 13,106 There seems to be not a detail 
Kansas Seiten eA dis sine is 5 aieneee 37,429 missing in clothing store equip- 
Oklahoma LLUIIIIIIEIEEI 7eaj ment, and there is every facility 
Indian Territory ............-. 4,762 for quick service and easy display. 
Colorado ........ .. 8171 Many innovations have been intro- 
ar eg “° oa duced, gathered from observations 
Aah ‘: 3141 in all principal cities of the United 
Wyoming . 2,308 States and the large cities of 
Arizona -. . aaa Europe. The first Perry store was 
Washington De, lee, oc Seem Nos. 303 and 305 Chestnut 
GUM, cords vevuavesiceses on 19,466 street, from there moving to No. 
—— as Tae DIELS wats 0.8 gee py 609 Chestnut street, then to 610, 
U.S. Possessions .-.......-..- 2961 88d _ about seventeen years ago 


moving to 1520 Chestnut street. 


Foreign Countries 




















































































































i 

































































































































































Many a good advertising story 
is lost in mere words. 


ANOTHER “Gentleman from In- 

diana” who also claims to have had 
exceptional opportunities for a 
close study of the Indianapolis 
newspaper situation, submits the 
following: “It is generally con- 
ceded that Indianapolis has been 
the storm center of one of the 
fiercest newspaper fights in the 
history of newspaperdom. As the 
smoke of battle begins to lift, the 
News appears to have been forced 
to concede first place in point of 
number of copies printed to the 
Star, the new seven-day seven-cent 
paper established about a year ago. 
For many years the prestige of the 
News has been unquestioned, and 
it will continue to rank as one of 
the best daily newspapers in Am- 
erica, but the advent of the Star 
appears to have marked a new 
epoch in Indianapolis journalism. 
In its fight for supremacy in In- 
diana the Star has stood for clean, 
legitimate business methods. In 
December as many of the Indiana- 
polis newspapers as would permit 
of an investigation were examined 
by Mr. Seavers, of the Association 
of American Advertisers. The 
Star regards it as a significant fact 
that it alone printed the result of 
this examination. The Star’s re- 
cent gain in advertising patronage 
has been very great. Early in 
February, the Indianapolis Mer- 
chants’ Association, which includes 
in its membership every large de- 
partment store in Indianapolis, 
closed a contract with the Star 
for two million and one hundred 
thousand lines of advertising, this 
under the positive guarantee that 
the net paid circulation of the Star 
is greater than that of any In- 
dianapolis newspaper. This is be- 
lieved to be the largest contract 
ever made with a daily newspaper. 
One of the largest department 
stores in Indianapolis has con- 
tracted for a full page in the Star 
every issue except Monday for one 
year. This page ad is not running 
in any other Indianapolis news- 
paper. The Star’s gain in local, 
foreign and classified advertising 
during March was one and one- 
half pages a day.” 
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THE “BOOKLOVERS” MAY 
COVER. 


The May cover of the Book- 
lovers Magazine is a departure 
from the usual sculptured leather 
background that this progressive 
young magazine introduced with 
its first issue and maintained with 
variations for the first sixteen 

















months of its existence. The 
present design is in yellow, red, 


and black. On a yellow _ back- 


ground, with cloud effects in black, 
appear in relief the name of the 
Magazine, the month and the year. 
The central design consists of the 
Japanese Emperor’s personal em- 
blem, and, extending somewhat 
over it, though significantly be- 
neath it, the imperial coat-of-arms 
of Russia. While less graceful 


than the beautiful Easter lily in, 


white on a field of purple used as 
i.e April cover, the May design is 
more striking and quite as ap- 
propriate. 


Mrs. JosepH B. HALL, proprie- 
tress of the Catskill, N. Y., Re- 
corder, one of the oldest news- 
papers in the United States, died 
April 12 of apoplexy at her home. 
Mrs. Hall was in her seventy-sec- 
ond year and for much of her long 
life had been prominent in philan- 
thropy and in church work in the 
diocese of Albany. She was the 
mother of Ruth and Violette Hall, 
the novelists, 
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PRINTERS’ 
THE NEWSPAPER DIREC- 
TORY. 


Rowell’s American Newspaper 
Directory for 1904, the thirty-sixth 
annual issue, has new features. 

Revision Date: The figures (in brackets) 
following the description of a paper, and pre- 
ceding the circulation rating, fix the date of the 
latest revision of the description. For exam- 
ple: (:—4) means that the description was re- 
vised and verified during the first month of the 
year 1904. If the final figure is followed by 
the letter P, thus (1:—4 P), it means that the 
last verification of the description was based 
upon an examination of a copy of the paper of 
about that date without the aid of any report 
or other information from the publisher. 

It is as impossible to eliminate 
all the dead papers from the Direc- 
tory as it is to enumerate all the 
new ones. They die, are born, and 
die and rise again. Where there 
is doubt about the status, whether 
the paper ever got a foothold or 
continues to hold it, the case is 
designated by marks as specified 
below: 

(AA) No recent copy of this publication 
has been seen at the office of the Directory 
and it may have ceased publication altogether. 

(aA) The name of this paper has been 
heard mentioned and has had a place in one or 
more lists purporting to catalogue the papers 
of the State, but the editor of the American 
Newspaper Directory is not in possession Of 
satisfactory proof that it ever became an es- 
tablished publication. 

_According to present usages, the 
circulation of a newspaper is cor- 
rectly expressed by setting down 
the actual number of complete 
copies produced of each separate 
issue, adding these to ascertain the 
total number of complete and per- 
fect copies issued during an entire 
year and dividing the total by the 
figure that expresses the number 
of different issues, thus revealing 
the average output of complete 
copies for each separate issue 
printed within a year that had ex- 
pired at the time the statement was 
prepared. Many publishers fail to 
approve of this definition and have 
distinctly different views, no two 
agreeing with each other. These 
are never satisfied with the Direc- 
tory circulation ratings and proba- 
bly never can be. In the new book, 
they are designated by special 
marks as below: 


(OO) The editor of this Directory does not 
remember that this paper has ever placed on 

le any claim to a higher circulation rating 
than is here accorded. 

OG This paper has, on one or more oc- 
casions, indicated a desire for a higher rating 
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than was accorded in this book, but such — 
definite information as would warrant a higher 
rating than is now given has not been obtained. 
Thirty years ago the Directory 
editor could get definite circulation 
statements from about 5 per cent 
of the papers to whom he applied; 
now 50 per cent respond. It is 
probable that in another thirty 
years more progress will be made. 


<-- 


NEW YORK DAILIES. 
188 Richmond Avenue, 
Burrato, N. Y., March 26, 1904. 
Editor of Printers’ INK: 

Is anything known as to the weekda 
circulation of the following New Yor 
morning papers: American, Herald, 
World, Times and Tribune? Can you 
give me a general idea of the approxi- 
mate price paid for a daily page for 
advertising in the above-named papers? 
Mr, Wanamaker has a page every day 
in the Times, and probabiy in other 
papers. 

Thanking you, in anticipation, 
kind reply, I am, very truly, 

LAWRENCE SEWELL. 

In the 1903 issue of the Ameri- 
can Newspaper Directory the Am- 
erican is rated yA, the Herald 
yA (0), the World yA, the 
Times yA and the Tribune is rated 
yC (00). An A rating means 
exceeding an average of 75,000 
copies daily, a C rating means ex- 
ceeding 20,000 copies. daily; a y 
rating attached to a letter rating 
means that no recent circulation 
statement has been furnished from 
the office of the newspaper, and a 
consequent probability that the 
last circulation rating accorded to 
it may be higher than a new state- 
ment would warrant. The double 
gold marks (@®©) attached to a 
rating mean that advertisers value 
such a paper more for the class 
and quality of its circulation than 
for the mere number of copies 
printed. 

The American, Herald, Times 
and Tribune are not willing to 
furnish detailed circulation state- 
ments that would be acceptable to 
the editor of the American News- 
paper Directory and nobody knows 
how many they print as a daily 
average during a year, which is 
what is usually meant by the word 
“circulation.” 

An honorable example of a re- 
cession from that attitude, how- 
ever, is to be noted in the case of 


for 
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the World, its publisher having 
recently furnished a detailed, sign- 
ed and dated statement for a year 
past to the editor of the American 
Newspaper Directory, and _ the 
figures will be on record in the 
1904 issue of the Directory, which 
comes from the press in the cur- 
rent month. The rating of the 
World as it already appears in the 
Roll of Honor is as follows: 


The World. Actual aver. for 1903, Morn., 278,- 
607(%), Ev’g, $57,102 (), S’y, 888,650 (sk). 


Other New York City dailies 
which will be distinguished by a 
circulation rating in Arabic figures 
in the 1904 issue of the American 
Newspaper Directory are the fol- 
lowing: 

Evening Post (@®), 

Evening Telegram, 

Forward, 

Jewish Daily News, 

Jewish Abend-Post, 

Jewish World, 

Narodin List, 

Wall Street Journal. 

The price for a full page in the 
American is $1,078, in the Herad 
$901, in the World $862, in the 


Times $705, in the Tribune $823 


for one issue. 


+> 
> 


THE advertising agency should 
co-operate with the publisher who 
takes the stand that only adver- 
tisements of integrity shall be in- 
serted in his publication. An in- 
stance is brought to our attention 
where the publisher of a popular 
farm paper turned down an adver- 
tisement received from a certain 
agency because they had found de- 
finite proof that the firm was not 
reliable. The agency immediately 
wrote back that no more business 
would be sent to a publisher who 
would turn down an order from 
them. This was not only dishonor- 
able action on the part of the 
agency, but also an exhibition of 
very foolish anger. The publisher 
might have been the one who 
would have been expected to “get 
hot” for being presumed upon to 
run such business. It should not 
be the part of the agency to ternpt 
the publisher away from his up- 
right course. Instead of such ac- 
tion, the agency should support 
the publisher who stands for the 
best in advertising. — Mahin’s 
Magazine. 
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INK, 
INDIGNANT SPECIALS. 


A call has been made for an indigna- 
tion meeting of thirty-nine of the New 
York special agents, to take place on 
Wednesday next, for the purpose of tak- 
ing some united action to refute the 
slurs cast upon them in a recent article 
in the advertising journal, Printers’ 
Ink. The agents seem to be of one 
mind as to the identity of the individual 
in their ranks who took part in the 
interview, and their action will evidently 
be directed at this person as well as the 
paper in disrepute. Among those ex- 
pected to be present are e Agnew, 
Allen & Young, James F. Antisdel, § 
C. Beckwith, E. A. Berdan, Peyton D. 
Bevans, C. J. Billson, Wm. T. Blaine, 
Paul Block, Bright & Verree, Wallace 
G. Brooke, Charles J. Brooks, R. A. 
Craig, L. H. Crall & Co., W. Ward 
ae od Ne as W. Evans, Charles 

Downes, C. H. Eddy, Geo. A. Fair, 
i C. Faulkner, Joseph . Finley, Steve 

Floyd, Katz, ouis Klebahn, 
Theo. E. fF an Frederic M. Krugler, 
La Coste & Maxwell, Leith & Stuart, 
L. A. Leonard, Charles T. Logan, J. D. 
Lorenz, Perry Lukens, Jr., Julius Ma- 
thews, J. P. McKinney, Charles A. 
Menet, Wm. J. Morton, C.-C. Nichols, 
E. D. Nolley, Frank R. Northrup, Chas. 
S. Patteson, + * J. Randall, F. 
St. Ps Richards, R. J. Shannon, N. M. 
Sheffield, J. “Smart, Stephen B. 
Smith, Smith & T hompson, Charles See- 
sted, S. C. Stevens, L. C. Straus, Matt 
ie Tobin, J. E. VanDoren Agency, Eu- 
ene Van Zandt, Vreeland-Benjamin 
Special Agency, Williams & Lawrence, 
Wm. E. Willis and John B. Woodward. 
—National Advertiser, April 9. 


By the push button in a bed- 
room in a hotel in Venice the 
writer once noted a printed card 
which read: 

One ring for Ice Water. 

Two rings for Towels. 

Three rings for Boots. 

Four rings for Chambermaid. 

Five rings for the Porter. 

Beneath this some disgusted 
traveler had pencilled the words: 
“And not a damned one of them 


"ll come.” 
— 


OUR POST OFFICE. 


Since April 7 the New York 
Sun states who publishes that pa- 
per, viz.: The Sun Printing and 
Publishing Association, at No. 170 
Nassau street, in the Borough of 
Manhattan, New York. 

The Little Schoolmaster’s neigh- 
bor, the Press, will probably also 
hear from Mr. Van Cott, for up to 
this date the Press fails to comply 
with the law as laid down to the 
Little Schoolmaster, and shortly 
thereafter to the Sun. 
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N. W. AYER & SON’S THIRTY- 
FIFTH BIRTHDAY. 

The’ firm of N. W. Ayer & Son, of 
Philadelphia, the largest advertising 
agency in the United States, celebrated 
recently the thirty-fifth anniversary of 
a business whose success and growth can 
be measured only by the progress of ad- 
vertising itself in this country. 

They started, father and son, in a 
room only twenty feet square, on San- 
som street, near Seventh, near the pres- 
ent Press Building, on April 1, 1869. 
Their capital was $250, and, as Mr. F. 
W. Ayer, the present head of the firm, 
laughingly said yesterday: “Father was 
the head, I was the office boy, and we 
were equal partners.” 

With this capital the firm proceede“ 
to develop newspaper advertising, and 
in the first year did a business of $15,- 
ooo. In the thirty-four years since they 
have furnished to the newspapers of the 
United States a total of more than $35,- 
000,000 of advertising. To-day they are 
dealing with 18,000 publications anu 
their payments to these average $10,000 
a dav, or, roughly speaking, $3,600,000 
a year. 

This enormous business enterprise was 
started with the settled conviction that 
Philadelphia was the city in which it 
could be made a success, and that Phila- 
delphia business methods would make it 
a success. In the little room on San- 
som street father and son adopted the 
now well-known Philadelphia motto, 
“Keeping everlastingly at it brings suc- 
cess.” On the walls of the two entire 
floors of the Mariner & Merchant Build- 
ing, at Third and Chestnut streets, and 
the two floors of press and work rooms 
in the rear, that motto is to-day en- 
graved for the 229 employees of the big 
firm to read. 

In 1873 N. W. Ayer passed to his rest 
and left the business and the name to 
his son, F. W. Ayer, who then took into 
his partnership an employee named 
George O. Wallace, who died in 1887. 
Before Wallace’s death another em- 
ployee, Henry N. McKinney, had _ been 
taken into the firm in 1875, and finally 
Albert G. Bradford and Jarvis A. Wood 
were made partners in 1898, they also 
having come up through the business. 
These last three partners, together with 
i W. Ayer, conduct the business to- 
ay. 

Tn 1876 increasing trade brought the 
firm to the then new Times Building, 
at Eighth and Chestnut streets, where 
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it rented one floor. This was before the 
Times moved in. During twenty-five 
years N. W. Ayer & Son gradually 
spread until they occupied all the upper 
ficors. Then they moved to their pres- 
ent quarters at Third and Chestnut, on 
the site, by the way, of the first adver- 
tising agency in America, which was 
established by Volney B. Palmer in 1841. 

Speaking of the immense growth of 
advertising, F. W. Ayer, the veteran 
member of the firm, said: 

“There was hardly such a thing as 
advertising until after the civil war. 
Then the country. began to feel its mus- 
cle and to stretch out into new lines. 
We have seen a great evolution in jour- 
nalism. When we started it was in the 
days of the weekly newspaper, which 
was a great power. But now increased 
postal facilities have rendered the daily 
paper the vehicle of news in every part 
of the country. 

“Yes, this is the day of the daily, and 
more and more is the public depending 
upon it for an account of what it can- 
not personally see and hear; and more 
and more the advertiser is depending 
upon it to tell the people that he can- 
not meet personally of the goods he has 
to sell.—New Haven ournal and 
Courier. 

A-PAPER IS JUDGED BY THE AD- 

VERTISING IT CARRIES. 
_ When a sample copy of any publica- 
tion comes to my farm home, and is a 
possible candidate for my hard-earned 
dollars, I can size it up more quickly 
by scanning the advertising pages than 
by looking over the reading matter. The 
editor may pose as an apostle of the 
true faith—economic, agricultural, relig- 
ious or Rooseveltian—but the advertis- 
ing manager is the man who gives char- 
acter to the publication. He stamps it 
with an index finger that shows to just 
what power it has been raised. If the 
advertisements are straight, then the 
subscription list has been made up from 
sensible folk and an honest class of mer- 
chants are asking for their patronage. 
If, on the other hand, there is much ad- 
vertising by knaves, frauds and inde- 
cent folk, I know that a lot of fools are 
reading the paper, and that. on the 
average, the paper is made to please 
foola--Agviculbural Advertising. 
ache! pla lais Sasthal 

A compounp for reducing printing 
inks is described in a folder from the 
Acme Compound Co., Elkhart, Ind. 








@@ Address all correspondence, 
payments, orders and copy for 
B® advertisements in PRINTERS’ 
INK to the Business Manager 
a@ of PRINTERS’ INK. 
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Anotuer of the Minneapolis Jour- 
nal’s interesting booklets about its home 
field shows that the new wealth pro- 
duced in Minnesota and the Dakotas 
last year was nearly two and a half 
times as great as the gold and _ silver 
output of all the States and Territories, 
including Alaska, the latter being $105,- 
146,000 and the former $260,000,000. 
Information is given in detail regarding 
sources of this wealth. 


jie Bhan ee cM 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di. y, 10 centsaline. Must be 
han in one week in advance, 


WANTS. 
“Y OVertising MAN—28—desires gotten with ad- 


manager. Business experience. 
verge care M.C. A., Seattle, Wash. 


Me E than 225,000 copies of the morning edi- 
oa of the World are sold in Greater New 
York every day. Beats any two other papers. 


ERNALD’S NEWSPAPERMEN’S EXCHANGE. 
established 1898, represents com) nt work- 
ers me all departments. Send for klet, 368 
Main S8t., Springfield. Mass. 
AT ‘-RTISING SOLICITORS wanted Active, 
usiness getters. Good commission. 


Add: RETAIL 
Oi gta cae nme” Ata 


gg 34 WANTED by by daily t to hentia, ites, to 


secon rene Ay proposition on ntandard make in 
Al condition. Address “C.C.C.,” care this paper. 


EPRESENTATIVE for monthly Cement Jour 
nals resident edvertising solicitor in N. Y., 

and Boston. mi=sion basis. Address 

NATIONAL CEMENT RE "VIEW, Bay City, Mich. 


| eee and ambitious young man living 
in Phila., desires to represent some outside 
“ ww.” 





business in that territory. care of 


Printers’ Ink. 


ANU! ZACTURERS, eeers ge 8 mrenters 
0 
prices, toa good 


er with h quantity oy tt 


eld. agg A & C0. ox 7, 
N. Y., Dept. 


ED— of bad health that RIPANS 


PRINTERS’ INK. 


DOCESETUL, anager with larg man, ty } present ad. 
ng ~~ 


Ay retail house, 
es chan energetic, 
= York preferred. “I os Si. care Printers Ink, 


EASONED man of ideas and resourceful 
\O worker wishes to demonstrate Sanecnhy for 
advertising department on medium known 
circulation, peamen must eed ——_ 
analysis--be substance, not shadow. “CON. 
STRUCTIVE,” Box 306, 406, Spring field, Mass, 


PAazaae. WANTED—Sell third interest well 
blished newspaper 50 miles Phila. En- 
tire plant new. Owner, not a print, needs partner 
take charge composing room. Not question cf 
price as much as i... of man and ability as 
printer. If oor ip $500 cash, giving secured 
note $2.000 addit: Dual. "investigate this.” Address 
“PARTNER,” care Printe Printers’ | ink. 


T FRAINED | MrtN FOR NEW DAILY. 
anted, rs, advertising and circu- 
lation men, Lie good references to enter ay 
Sa organized to publish potas oat 
argest f'2, of peeeperens * wean © Men 





for + perches certain 
number of shares. ‘Address * DAILY” care of 
Hapgoods, Chesaical Bldg.,§ Bldg., St. Louis, Mo. 


P* ISITION as advertising manager d ~ 

ment store. My ae e of yo 

is hens soem 2 ap ope, is edi torial 

an vel ng dé oF a. of da’ Ts. 

Can create co) produces actual PA tang? 

ble feng C i Am 90 booklets 
ears 


ogues, bargain s 
‘ood habits. 





of age; mi ti. 


m 30 
Refere: 
~_X 2... De 1TT PEAKE, 5826 "Ingleside 


Avenue, ¢ 


ong may (30), country bred, with ois yeeew 
City experience as assistant edito: 

and otvestiainy r, would like of make 
permanent connection with growing country 
paper in nen paige farming community. 

One offering an ‘opportunity for future part- 
nership preferred right pap paper would start 
on small AGE, 


318 _ 18 Broadway, New York. 
YOUNG MEN ANI AND WOMEN 


t 10 cents: per line “> words to the ty "PRINT 
om InK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


A ARE OU SATISFIED 
with yom a present position or hea tf If 


not, —s earest office for booklet. We have 





TAB LES Swill not benefit. 
millions of the Tabules have been sold in a i 
— and a package containing te’ 
ught at any rea store for five conte. 


HE siaation of ambitious advertisement 
writers is directed to the offer in this issue, 
under ene al “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of of six ad advertisements. 


Wy AstED—st once, ace, printer who can 
an. gave for Simplex Type Setter. W 
r ice 

oO ” “R. B. ROBERTS, 

Asheville, N.C. 


pher of wide 
umn of snappy, 


eekly 


ERSE WRITER and pat — 
reputatio ite co. 
to-date stuf 4 for nae ay daily. 


“Wad 
“ VERSIFIER,” 
Care Printers’ Ink. 


w4n BTED An advertising man 4 take posi- 

f advertisi: mit nm first paper 
in met of 100,000 in Middle W: He: must know 
the art of advertising, and know how to talk it, 
of oe. cesign field, 
raid of work. 
’ Ink, 


and must know somethin, 
too. None need apply who are af! 
Address “Z. Y. X.,’”’ care of Printers’ 


ANTED— Position by a by 1 young yA ad- 
ing manager of new r wn 
of about 15,000 to 25. 25.000, — 
collector. Been in newspaper business 

five years. Lino’ operator; machinist also. 
Handy’ man to have around plant in case of 
emergency. Sober, Address DAN E, SHELBY, 
Portsmouth, Ohio. 


8, secretaries, advertisii 
men, newspaper men, salesmen, etc. Technic: 
clerical and executive men of all kinds. High 
grade a 
“a oes nag’ » 
Suite 51 


Suite S15, Fenny 
Suite 529. n Chicago. 
Suite 1328" Williamson Bio “Cleveland. 
Pioneer Bldg., Seattle. 


W ANTED—Clerks and others with common 
school educations only. who wish to qual- 
ify for ready positions at a week and over, to 
write for free copy of ay new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills sie Jace, another 
$5,000, and any, number earn The best 
Py writer in New Youn owes his suc- 
in a few —— to my teachings. De- 
GEORGE H. POWE 
GEOR GE H. LL, Advertising and Busi- 
ness Expert, 82 Temple Court, New York. 


LL THE ADVERTISING BOOKS submitted 
“on approval” to Bank or Commercial Ref- 
erenced inquirers. 
TWENTY Practical Books. 
All the Good Ones, 
State business or line of advertising, 
WILSON PUB. CO., ASHTABULA, O., U. 8. A. 
EXCLUSIVE AD BOOK PUB. & DEALERS. 
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DVERTISEMENT WRITERS, especially be- 
ginners, will have an exceptional opportu- 
nity to demonstrate their ability make 
money +4 writing to us. We: will tell you how 
start a business of your own at nome which 
wili do AA to establish your reputation as an 
adwriter than years of ordinary experience. 
Write to-day. ORBIK 


WELLS & C 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 


——_+99—__—_—_— 
ADVERTI. SEMENTS ENTS WANTED. 


ARDWARE DEALER»’ ALERS’ MAGAZINE. Circu 
H jation 17,000, 253 ee New York. 





CLASS PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000. 263 Broadway, New York. 


———_<+>—__—_—_—. 
CIRCULAR MAILING. 


IRCULARS MAILED, % cents a hundred, $2.50 
r 1,000. STANLEY, 346 4th Ave., New York. 
Mail received arded. 


Ea 
CARBON PAPER. 


N OR-CNUTTING. non-plurring carbon papers 
samples free. WHI D'S CA N 
PAPER WORKS, 123 Liberty St., New York. 





DESIGNERS AN. D ILL oo a. 
Ceemine, illustrating, 


er raving, lit ith i ‘art a 
ing. "THK eruplo, oeraphngss Div, 20 Sway, vy. 


TYPE WRITTEN 1 N LETTERS. 


RIGINAL letters individually 
nd imen and I oes 
MARY MITCHELL, 42 Townsen 
wick, N. J. 


uote | ed ries 
8t., N 


—_~+»>—__——_. 
RUBBER STAMPS. 


pousy. CENTS pays for a rubber stamp fac- 

ature. Any stamp under 

e. All work guaranteed. 

or catalogue. A. EMBREE P.’ NG CO., 
Belton, Tex. 





FOUNTAIN PENS. 


OUNTAIN PENS—Complete lines 14-karat 
id, iridium points; -made hard rub- 

1s; wholesale galt rices “trom $8 to 

$21 per r doz; * ti M.J.A BECK, Maker, 19 


JOB PRINTING SPECIALTIES. 
We oe o_ (enly), newensner in eve! 


rinti: 3 —_ K a or cata 
prin ng e} ment very 

rman istomer for Minted statements. 
R. ADAMS & CO. Detroit 


» Mich. 


—_+o>——_———_ 
NEWSPAPER epee 
B perfection © METALS—No. a BF . 
e! nm nol 
ware MANUBACTURED £XC Hay 


—are MANUF 
in OF HICAGO by E. W. BI. ATCHEORD Co., 
Clinton 8t. (“A, Tower of Strength. 


—_+or 
ADDRESSING MACHINES. 
Are BA pes pew veined type used in 

he Wallace stencil addressing machine. A 
card index system of addressing used by ‘we 
eagest publishers ia Shrongont the country. Send 
ool — E & CO., 29 Murray St., 


——— +0 
BULLETIN BOARDS. 


Ba BROS., 115 Dearborn st., Chicago, Il1., 

Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 
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ge JOURNALS. 


: DEALERS’ MAGAZINE. Circu- 
263 Broadway, New York. 


ARDWA 

lation 00. 
Oo 

WINDOW DRESSING. 

now WINDOW IRSERUOTION 1 


onths’ trial subscription. 
Paix CINCINNATI TRADE REVIEW, Cincinnati, 


NEWSPAPER BROKER. 


UYERS and sellers of new: Tr properties 
ther to th mutual advantage, 


B get 

Taree ti of vrepart my ryt f buyers. 
0! 

Can T be of tea ag 18, . J. KI INGSTOR, 


Michigan Newspaper Brom 





INDEX C. /EX CARDS, 


A =F modern business | nowadays uses me 
ndex system. We are manufacture: 
and cana of Index Cards, Guides, etc. W rite 
for mea sand prices. 
—— D INDEX CARD CO., 
St. Philadelphia, Pa. 


. 


Revise: haw 
FOREIGN M¢ MONEY. 


otations on 1 foreign monies 
Hated “Ame Highest 


remitiances at " 
mote and sold a discoun' 
stamp og BROTHERS, 

Bankers, 158 Nassau St. 
New York. Established iho, 


END for latest 
and - — 


PRINTER NTERS. 


2 OOKLETS, Almanacs ahd es. Million 
16-page for $1 


ner LA 1,000 complete. Other 
sizes in proportion. 
STE War RT PRESS, Chicago. 


OXINE, a non-inflammable substitute for lye 

and .-— Will not rust metal or hurt 
the hands. rs and improves the suction 
of rollers. For ss ie by the trade. Made by the 
DOXO MANF'’G. CO., Clinton, Ja. 


eo 
PROPRIETARY REMEDIES. 
HE BLUE GLASS ay eo A new 

For all those thi ‘or which 

, this i bo phy beet thet ever was. 

comnezer and bronc shitis, 
1c: 
disease of the 2 


ufacturers 
I ddress THE RIF RIPANS CHEMICAL 
No. 10 Spruce 8t., New York. 


Coha Ys 3 





HA LET TONES. 


ERFECT copper half-tones, }-col.. $1 ; larger 
10c. in. THE EN ag lle c Ex. 
GRAVING CO., Youngstown. Obi 


E would me to foo on your half tones 
either for the ne or other work. 

ed ENGRAVING Ct ., 61 Ann St., New 

ork. 


NE, Tbe, Sud, 81; tx, $1.0. 
Delivered wh m panies the order. 
— for sam) samples. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


oo 
ADDRESSES FO FOR SALE. 


4,451 EASE Son wee 
1,451 


. F. D. route names; Ohio, 
ee. Sera, 
1000 wed ST RAGHIBARGER-Akron.0. 


Z. X. COREY. 
¢¢rPEACHERS MAKE GOOD AGENTS”— Ruy 
teed list of over fa teachers 
now in South Dakota. 
thousand, or $5 for the complete list.” 
written, Address E, 8. PULLEN, 
bank, 8. D., Box 456, 


1; new 


best in 4 coun- 


tise” Reaty 
Supt., 
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MAILING MACHINES. 
i ~ | amy MATCHLESS as lightest and 


quick ice $12. F. J. VALENTINE, 
Mfr., 78 Vermont St, Buffalo, ny. 


aa Se 
COIN CARDS. 


Less for more; any printi 
ri THE LN WRAPPER CO., * Detroit. Mick. 


000% CON CARDS. pr printed to order, 
x thousand. ACME 
1,0 MAILER C Con, Bex x a, Ft. Madison, lowa. 


DECORATED : TIN BOXES. 


kage ofttimes sells it. 

ne how beautifully tin 

and how cheap they are, 

until you get our samples and quotations. Last 
many other things, over 

xes and five million vas- 


samples you may desire to see. 
AMEHICAN oe. 
I no 5 ww York. 
aon The largest maker of Tin Boxes = of the 


—__+o>—___—_ 
PUBLISHING a OPPORTUNI- 


oe into the pabitahing 6 — 
It — cups dignity and a career. 


Whether you have — 9 "$50, 000 to invest 
I can be of service to 
There is no — — ne present. 


HA RRIS, 
andler of 
hing Property, 
New York. 





SatideslalliNmsantoente 
HOUSE-TO-HOUSE DISTRIBUTING 


[4™ placing millions of pieces of advertising 

menter from house to house throughout the 
entire United States for many y of the leading and 
most Fe mw pee general advertisers. Last 
year I placed over seventy million pieces. 

I at, all advertisers the only proven aohenel 
distributing service that has made 4 
small boys or bill rs connected wii ~ B- 
ne. | Only men who make distributing their 
e 

If you have amar eated my line, tell me what 
you have, territory you cover, and let me make 
a@ test ——— 1 know ing about 
sell conditions, ete, and will not ac- 
cept your order 1 if I donot think I can make it 


ry 
nn WILL A. MOLTON, 
Nationa) Mice, 8 BE Cla Distrtbvator, 
Main Offi 


BOOKS. 


ATENTS THAT PROTECT 12-p. book mailed 
& A. B. LAC Patent and 
Trade Mark ‘Tixperts, Washit Washington, D. C. 


c. POCKET DICTIONARY. 25e. 
Need —_- a ares mt Black jeather, in- 
dexed. FULL 0) 
THE HAMILTON G0. Dept. P. 
Concord, N. H. 


B=. FOR PRINTER, | ag | oy > 
ba ati - Printers’ 


ea 
Dayton, Ohio. 
WHEN PAPA RODE THE GOAT. 


OCH oe ecumeeh ~s 


pn gs PUB. CO., of OMAHA, NEB., 
cues rhted book with the 
abore title, iitustrased ith 100 colored en, 
is the most po work 0’ the 
we have ever seen. e se our ers 
who wish to have something to drive away the 
blues to send 25 centsfor a copy to the e 


ress. 
PRI have cop, ht lodge cut 
i 5 Wed my copyrig! ge 


PRINTERS?’ INK. 


PAPER. 


B BASSETT & SUTPHIN, 

TAR Beekman S ty, "Dian he 4 Pert 
Coated papers a spec! ay Jamon: erfect 
White for bigh-grade catalogues. 


PREMIUMS, 


OUREAIE PENS are always in Geman for 
wt a. pay pens are guaranteed perfect 


for 
write Teatisomt Gigs Groveland ive Chicago. 
L "4 HEALY’S NEW PREMIUM Saeas 08. 
now y, contains musical a 
of all descrij tions ——_ a special c’ ~ 
of our fe = 


gle year by one firm for 
PREMIUM CLERK, 
ve., Chicago. 





published annually, issue now ready, 
F. MYERS CO.. Ow. 48-50-52 Maiden Lane, N.Y. 


SUPPLIES. 


Names BAGS—Your ad 0 th sides. 
4 trong cotton drill, with pK. strap, 
100 for $8; pape mailed 10c. BEMIS BAG Cco., 
Omaha, Neb 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Lop 8t., New York, sell more mag- 
— cut inks than any other ink bouse in the 


‘Special prices to cash buyers. 


OXINE—A non-inflammable type wash. 
substitute for lye and benszine. 
pound. Let your shber put in an &pound ca 
with your next o er. Makes the old rollers like 
new. Made =e 
DOXO MAN’F'G CO., Clinton. Ia. 


te PASTE is a dry powder in 
tantly cmmertet into a tacky, fave 

clinging pacts, © rior to wes you 

ever u in lal samp Jima mages, oto, Try 

it and be con your 


abel iW recei 
orem. RERNARD. HOLM £S AGENC Ne 
State St., Chicago, I 


ADVERTISING NOVELTIES, 


OCKET. Wale 4x7, jd ae 10, inclur 
Ad. * Wear tke leather.” SINK & SOM, 
Printers, bens above Cc By Tati 4 


3 NEW Advertising Hovelties 4 Pencil ane, 
a Nail File, anda ee pick les 
10c. Agents wanted. YON, Owego. AS 


66 M ‘zc WALLET the e advertising nov- 
oy... — and 2c. “Little 

Traveler” e, 4c. T E SOLLIDAY NOV 

ELTY CDVERT ING WORKS, Knox, Ind. 


A “SIGN OF THE 1 TIMES”—The Pulveroid 
8 Best for ae aR be peatiness. 
Write for sample and LVER 

* rN. Y. Bu cam Cellulcid yin 
tising Novelties, etc. 


RITE for sample and price poy comiination 
Kitchen Hook and bill Keeps your ad 

fore oe housewife and business man. THE 
WHITEH KAD & HOAG CO., Newark, N. J. 
Branches in all large cities. 


HE Parisian Weather spatonton 3 is seen often- 

er, lasts longer and attracts more attention 

than any Other advertising novelty yet juced. 

Can be mailed in ordin envelope. Samples 10c. 
ALFRED HOLZ AN, Greenville, Miss. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They’re attractive, sub- 
—_— = cheap. Sample, a World’s Fair 
souvenir, 
WICK HATHA W AY’S C’RN, Box 10, Madison, O. 


GEXD 50 CENTS for a samp sample of the finest httle 
OO advertixing novelty, su jption premium 
and convention Engg ever aT Ay ub- 
lishersand adverti A TOOSE ER- 
PETUAL V. EST: POCKET MEMORANDUM 3 BOOK. 
pape new and up-to-date. Special prices 

uantities. Do not fail pdm carefully 
- send as ne Bier Agents 
wanted. TKN FILE & LEDG LEDGER ©0., 
Chicago, Il, 











PRINTERS’ INK. 


ENGRAVING. 
GAzpERs ENGRAVING CO., St. Louis, Mo., 
rot pere an to- vers. DE- 
SIGNS FOR ADVERTISERS AND LISHERS. 


ee 
ADVERTISING MEDIA. 


CENTS line seer advertising in THE 
10 JUNIOR, Bethie hem, Pa. 
Hitioniia DEALERS’ MAGAZINE. 
lation 17,000. 253 53 Broadway, New York. 
RITE to us about “22 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 
Anas GUIDE, Newmarket, N.J. A 
card request est will bring sample copy. 
A™ person advertising in PRINTERS’ INK to 
the amount of $16 or more is entitled to re- 
Geive the paper for one one year. 
OWN TALE, Ashland, Oregon, has a 
teed circulation of 500 copies 
Both other Ashlana papere ane 0 coples at less 
1,000 by the American un Newspaper Directory. 


1,000, 00 TRAVELERS can be 


issue. 
than 


reached 
rena h the eastern 


and western sections of the Tra’ ’ Ratlway 
—. Write for particulars to ‘OE Park Place, 
N. Y., or 158 Adams St., St., Chicago 


100, 000 GUARANTEED circulation, 2% 
cents a line. That’s what the 

PATH Fi NDER offers the advertiser every month. 
Patronized by all nye mail-order If 

“. are advertising and do not know of the 


HFINDER, you are oy 
Ask for sample and rates. THE PATHFI ER, 
Washington, D.C. 
FOR SALE. 
000 Xx NAMES, printed, government rec 
every name reliable, $2.00. 
Ki ARD MOKTO Tox, Calgary, 
Fo SALE CHEAP—Original half-tone cuts, 
with descriptive matter. 
__ JOURNAL, Millvale, ws 
urchasing cylinder 
paper is type, mai mate vial, kind 


gee 
list. it ARD PRESTON, 


ly send for 


167L Oliver St., 
- *. GC peer [ER TWO-REV.; will print 4 
ofa7ors&col. A first class 


ress for Sob or news| work, RICH- 

RD PRESTON, I67L Oliver Bt. Boston. 
OR fe a ba jai daily new: 
FoR cen | abeea “ a [news in 


U. vo pepuation; doing good business; 
can buy cheap. doing £09 Box 345. Kenos! 


OR sone yg ity» “interest or entire on 
souk of Pad land ne ounpaper in ot AY 


130,000. ublican. lant w 
Daliy sunday and Weekly.” w. B. °ROB ROBINSON, 
OE DOUBLE CYLINDER, with or without 
folders py By bey it 4 a ogg a if 


Rayment. to foot pert PRESTON. 


r 
ty of 
ht man 
Wis. 


trade in Co 
167L A 


ee PUBLISHERS, retiri , retiring, be ve about 500 
nal wings. halftone, and line 
work, Lea sale at two cents per sueareinety all re- 
—— ms from famous intings; all sizes, 
to 10x12 have no proofs; intending chasers 
must call to Se or we will send five dol- 
Jars’ worth a or "more ce. 
OPTIMUS PUBLISHING co., 
4 Broadway 
‘New York. 


UCTION SALE OF PRINTING PLANT. 


On May edie the comy letel uipped print- 
ing and *pindi lant Of the a Ne Soa will 
be sold by me wh = - 


one anotype 3 machine, an 
ry and stock of paper, a 
plete ext a is ‘equ ui ped. copecially 
ine an catalogue work, and hes 
Sree renaing for years on su ork. Locat 
in the anf) complete and Sprin; Sa Ohio (50,000 
bitants), complete and re: . Agreat 
ness chance at a bargain 
GEORGE 8, DIAL, Trustee in : Bankru ptey 
Springfield” Ohio. 


45 


INSTRUCTION BY MAIL. 


HH mail orn BeTOny TAUGHT tyerongtay by 

0 pay. Mention P. I Sam- 
pee m Lessons free. SCHOOL OF MAN 
STORE, A ns, Georgia. 


poner 00 «sae 
RELIGIOUS MONTHLY MAGAZINES. 


oy ttt temperament—a clien 
d ad canys = the best of reasons. 
for booklet, “Facts and Figures.” 





MAIL ORDER. 
OR 5&0 — Le one ou a legitimate 

scheme ht m: mail o1 gl 

Pay EARNS, ir i La Salle St., 


5,000,000 St Fo" 


For this count we will tell tell you how to secure 

that number, and more if you w: 
The ave pty pe ye Fy cent per 200 
it isa great plan of secur- 


names. Money refund 
that 
Cc. E. SL enGae. 


est 48th St., N. ¥ 


Go SuTO THE | MAIL-ORDER BI BUSINESS. 
_—— mail-order i 


ability-any one one aa — 


my It 
business if d ce nally c ean, a 
mate and honorable. No retene, picture, 


No weld man 
‘A the fie pen tay prac- 
lly unlimited, I will sell the complete details 
of this —_ “dea” fee 95. You can work it 
anywhere, and do just as well as Idid. Bri; 4 
and clever ye oe! as a ee 


? Sxpetience le “idea” with. only energy 
ome for his capital. 1 on be here to the 
A the cleverest thing of my ten 
yours ’ experience in the mailorder busi: con- 
ident that none wat will be satisfied with the 
smal) ea 


out 


Read this indorsement from the Inland 
Printer -a pours that exercises strictest 
censorship over its advertisin 

120-130 Sherman St. 


Chicago, Jan. 15, 1904. 
Mr. aA Ralnbolt, Bloomfield, ’ 
Dear Str—We have your letter of January 13, 
inclosing details of your yer n and remit- 
. ad. seems to us 


columns: 


return y: 
for our ‘our inspection. 

- you want to take 4 bn - 
one may work thie “ide ainlya snap. Any 
wy) may Lge nena without interference 

Here present business, if desired. 
Here a - viekter fr from one customer, and they all 


m, Mo.. Ye 15, 1904. 


” CHARLESTON, 
Mr. V. H. Rainbolt, Bloomfield, I 
DEAR StR—Details of “idea” te hand 


day, and I consider it a one and 
or truly BD. 


work at once. Very BLOMEVER. 

Full details of this remarkable, practical, adem 
= nstrated success sent to any one upon receipt 
. Positively no misrepresentation whatever. 
se ve nothing else to sell you or of 


ont sort and have - 
V. H. RAINBOLT. P.0. Box 500, Bloomfield, Ind. 


a em 
AD VERTISEMENT C CONSTRUCTORS. 
RED W. KENNEDY Y, 39th and ley, Chi- 
F _ writes advertising vertising your aopuind 
ECIAL cuts and 
we ‘ns business. a special rates for ne. ARE 
LEAGUE. New Yor nena 


OR ten years I've been e been writing business liter- 
ature for others. What can | do now for 
you? C, HOHN, 6008 G’tn Ave., Phila, Pa, _ 





PRINTERS’ INK. 


Nvanieke but original ideas Som this 
chickens so let me scratch for you 
LENER, 183 183 Halsey St. “Brookiyn, N a 


ae dynam | booklets. soeeoenes, 8 mailing 

ee form letters, e writ- 

printed. Write (on etwethead) 

» “How We a Advertisers.”’ 

No attention to f R & JOHNSON 
Cu., Klisworth op hy 


Taine ALK that takes right hold of the reader and 
inspires belief in ta business. if you co 
ess on the “square” and can make .o 
lieve te Lean fy some good, sound, “pensi- 
rtising for you. 
no ' - SCARBOR 


D 
557a Halsey st st., tin. N. Y. 
ACTS—NOT OT ASSURANCES 


Sr. ah , ee ie Marcon, 1904. 
McCall Advertising Co 
—W "well “Ay ‘with 
Gentlemen. e are. tchy and pay F date, 


ads. iy - F are b 
porns * le has h a boum, and 
business ey been very good ‘the | past w eek. 
ours very a 5 & Oo. 


LETTEKS. 
ty Hobbs, in 
of origi- 
youare not one 
clients of the 
to furnish 
Advertising 
Letters. 


are 


to a two-cent 
a harness 


cap 
the business. 

FRANKLYN HOBBS, 
Composer and ome of Advertising Letters, 


Counsel ot on ee 


INTERESTED | 
BANK ST ERTISING ! 

If, in the near future, you could secure many 
new depositors and other business in connection 
with your bank through p paveranns prepared 
by VOORHEES & CO don’t you think 
it would pay Ie Wee to employ them to write “Your 
Advertising’ 

We write and = financial advertising in a 
very attr ive manner—and in a way that 

Le Pell aes pout i 

tus ou 4 
Glad to md sample ads sl pooktets to Banks, 
a etc., if you use your letter- 


Trust 
head in wrvOORE 
RHEES & COMPAN 
ts in “Your y+ ot 


Morto rton “Building. New York Ci ” 
ag 
just 


on 
FOL 
w hate 








in y 
for their di pe hb —— 
after a manner of m own, & I gain n 

tomers for my wares wares by = out SAMPLES 
that speak for themselves ond for =. If 
write me in a manner suggestive ple 
business I will lg ladiy mail ven a lot ot such 
samples of m: — a oings.”’ Sending for them will 
cost you nothing and commit you to nothing. 


Sh cards when add: 
No.3. FRANCIS I. MAULE, 402 Sansom 8t., Phila. 


Crise ADVERTISING SERVICE—My ad- 

vertising service for Clothiers, Haberdash- 
2rs and Custom Tailors will do more towards ez- 
tablishing a select trade and increasing business 
than any other service extant. Writing, design- 
ing and printing advertising literature of the 
highest order is but one phase of this service. I 
co-operate with my clients in a manner that in- 
sures the best possible results from their adver- 
tising. To those who write 1 will be pleased to 
explain the details of my interesting proposition. 

PAUL VINSON, 
307 Myron Avenue, Pittsburg, Pa, 


G's ADVERTISING. * 
I am furnishing the 
Suburban Gas Company of Philadelphia a series 
of one hundred ads—each ad consisting solely 
of one or two short, pithy, epigrammatic sen- 
tences, turning on some advantage in the use of 
gas for fuel, heat, lightor power. This company 
is using these ads in four-inch double column 
space, set in 12 point roman, without heading or 
firm name, and with plenty of white space. Copy 
is changed daily and the series, is attracting 
much attention. The company writes me this 
week as follows: 
L. G. Queue, : 
Oneida, 


N. ¥. 
Dear Sir: 
am enclosing Revemtth 
pe ry of ads used last week. I 
to congratulate you very 7 highty 
on the get-up of these terse sayings. 
They are the best I have ever seen—to 
the point and very effective. 
Yours sincerely, 


SUBURBAN eas Co. OF PHILADELPHIA. 


r J. M. CALLANAN. 


To any Gas Company official who will write 
me I shall be pleased to send a selection of sam- 
ple ads from this series, and to quote terms for 
similar work. Let me add that many advertis- 
ersin other lines, whose pr__s tions are such 
as to be best exploited in terse, graphic terms 
rather than long, prolix paragraphs, would 
doubtless be interested in samples from this 
series, their tone and style being easily adapted 
to other lines. I should be pleased to submit 
samples and talk terms with any advertiser re- 
quiring work of a similar nature. 

LOUIS G. QUACKENBUSA, 
Oneida, N. Y. 
French-Bennett Bldg. 


M42 ADVERTISING— 
lam a specialist in advertising by mail. 


I don’t know how to paint billboards or runa 
newspaper—but | do know how to prepare effect- 
ive mail advertising that hits the mark—and hits 
it hard! 


My work embraces fac-simile letters that can’t 
be detected from the genuine—novel folders and 
catchy mailing cards in bright colors. That’s 
all, but it’s enough. 


My prices aren’t as st.ff as you would naturally 
infer from the quality of work I produce. 


Write me on your business stationery. I'll 
gladly send you a batch of samples and outline 
an i that will bring new 
names to your ledger at minimum cost and prove 
the effectiveness of my methods. 





5 
Pp ve prop 


No trouble for you to request samples and 
quotations—no trouble for me to send them. 


Get my proposition—it’s worth asking for! 


F. R. SWITZER, 
Successful Mail Advertising, 
117 Genesze Street, Utica, N.Y. 





PRINTERS’ 


OUR literature is your representative. Have 

it talk ina convincing, sensible and inter- 

esting manner. If you can’t get it just right, 

let me help you. I will rewrite it, arrange the 

matter so as to give forcible display and fur- 

nish a lay-out for your printer to follow. My 
charges are reasonable. 

Send for samples of work I have done for 
others; at the same time let me give you an idea 
of what I can do for you. 

LOUIS FINK, JR., 
Maker of Profitable Business Literature, 
Fifth Street, near Chestnut, 
Philadelphia. 


i oe LIVE ENGLISH ADVERTISERS— 
inquiries for samples of my work 
English advertisers who see PRINTERS’ INK have 
resulted in my making arrangements to meet 
requests that I believe will be entirely 
satisfactory to such correspondents. I have 
forwarded to the London office of the Iron 
AGE, Hastings House, Norfolk Street, Strand,a 
very extensive line of ples of Commercial 
Literature, such as C ogues, Price-Lists, Cir- 
culars. Folders, Mailing Slips and Cards, Envel- 
opes, etc.,etc. Enterpri advertisers desiring to 
i t this altogether unique collection are cor- 
dially invited to call at the above address, where 
it will beshown them. If such inspection shall 
ve rise to a suspicion that | might be helpful 
the inspector, I shall be pleased to receive 
samples of such advertising matter as it is 
thought might gain from a reconstruction along 
lines s by any of my said samples. 
ng — this stion please be 
er definitely and with precision to 
the particular sample or samples that were fav- 
orably regarded. 
E-1 FRANCIS I. MAULE, 402 Sansom 8t., Phila. 
© ADVERTISEMENT CONSTRUCTORS 
(Amate’ 


ur and other). 
$200 FOR THK BEST ADVERTISEMENT. 
$100 FOR THE SECOND BEST. 
$50 EACH FOR THE NEXT FOUR IN MERIT. 


juent 


When ac’ 


For the purpose of encouraging amateur ad- 
vertixement constructors, os well as inviting the 
aid of the masters of the profession, the Ripans 
Chemical Compan: 


good enough to be worth using, and 

to day as accepted, and at the end o' . 
December 2, 1904—will award and pay $500 in 
cash prizes for the six best and most effective 
advertisements that have been submitted. 


The advertisements of the Ripans Tabules” 


have been before the public for twelve years. 


They were the first largely advertised propri- 
etary medicine ever sold in tablet form. 


They were the first remed for dyspepsia ever 
successfully popularized through advertising. 


They are the o roprietary medicine sold in 
the drug stores pry As a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a eb gd remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months. 


Ahundred million Ripans Tabules have been 
purchased at drug stores in the United States in 
asingle year. 
Every d 
and can give names and addresses of 
persons who have been benefited by their use. 
Interviews with such persons furnish the 
best material for effective advertisements of 
Ripans Tabules. Each case has w seems pe- 
iar points, but when presented to the public in 
an advertisement appeals to thousands of others 
peteny like it who had thought themselves 
he only ones who suffered in that precise way. 
The remedy that cures or reJieves one is a boon 
to every other person living under similar con- 
ditions. ‘The advertising value of individual 
cases can hardly be overestimated. 


store in America per Ripans 


AGTAS A, THAYER, PRESIDENT. 

AS. H. a . a 

THE KIPANS CHEMICAL COMPANY. 
No. 10 Spruce 8t., New York. 


INK. 


OUR SALESMEN WOULD GET A BETTER 
RECEPTION AND CLINCH A LARGER 
PERCENTAGE OF SALES IF THE EDUCATIVE 
WORK WERE DONE BEFORE THEY AP- 
PEARED ON THE SCENE. 

Ask any traveling man what is the most diffi- 
cult part of salesmanship, and he will tell you: 

“Getting a man interested sing i 
is nine-tenths of the battle.” 

If you depend upon your salesmen to arouse 
this interest in addition to clinching the order, 
they are having a mighty hard job of it—es- 
pecially with a new articie. 

A better plan would be to arouse this interest 
yourself, so that the salesmen can put all their 
time and effort on actually getting the order. 

Many houses are spending thousands of dol- 
lars doing educative work through salesmen, 
when they could accomplish the same result at a 
fraction of the cost with the right kind of ad- 
vertising. 

One of our clients, whose orders run anywhere 
from five hundred to twenty-five thousand dol- 
lars, sends the strongest possible kind of adver- 
tising matter we know how to create for him in 
advance of his salesmen. When the men reach 
buyers, the buyers know all about the proposi- 
tion, and if they are at all interested it is then 
up to thé salesmen to clinch the sale. 

When we first proposed this plan our client 
thought that it would simply add to his selling 
expense without producing any direct returns. 

“Why,” he said, “our salesmen are paid to sell 
the goods. If they can’t do this, we had better 
get other men.” 

We pointed out that the saring which we could 
effect in his salesmen’s time would pay the adver- 
tising expense many times over, and we induced 
him to make an experimental appropriation of 
two hundred dollars. 

This advertising not only had an immediate 
effect upon the salesmen’s work, but it brought 
in several new and profitable accounts direct. 
Now our client is enthusiastic about advertising 
—as we do it. 

There are a lot of readers of PRINTERS’ INK to 
whom our services would be equally valuable— 
maybe you are one of them. If so, we would 
like to send you the following literature: 

“YOUR VOICE CANNOT REACH EVERY 
NOOK AND CORNER OF THE LAND,” 
“SELLING MORE GOODS,” 
. “CLINCHING THE SALE.” 


(To proprietors and managers only who write on 
business stationery.) 


EDMUND BARTLETT, 
Advertising Specialist, 
150 Nassau St., New York. 


If you are looking for good advertising liter- 
erature of any kind, or want an effective series 
of newspaper or zine ads, or would like to 
have a real follow-up system devised, inquire 
what we can do for you. 











PRINTERS’ INK. 


(PHE classified ads of the Little Schoolmaster 

pay, and pay well, to the advertiser who 
tells the right story. Yet, when he counts words, 
poorly ts his t and simply 
succeeds in inserting a few lines of almost 
blind copy, what can he expect! True, an ad 
should be short and concise, but it must be ex- 
plicit enough to convey to the reader’s mind 
clearly what is offered. Ten dollars pay for a 
hundred line classified ad. Supp you left 
half an inch blank space on top and bottom, you 
could stil] tell an important, complete message. 
Ad constructors and novelty dealers often run 
very poor copy in the Little Schoolmaster. Their 
advertisements are too vague, too general, in- 
stead of giving special information of special 
services. 

The readers of PRINTERS’ INK are practical 
business men, who like to know clearly what is 
offered. If they can’t get it from the advertise- 
ment itself, they don’t go to the trouble to write 
and find out. The writer’s ’phone rings often 
with the inquiry, What specialist can you rec- 
ommend for this or that one thing in particu- 
lar! They ask for a man who is an expert in 
mail order booklets, an expert in educational 
or financial adwriting, or a party who can write 
on mechanical subjects, and many others. 

He always likes to recommend his own adver- 
tisers, but he is so handicapped by the lack of 
information that their ads generally convey 
that he must often name somebody else. Ad- 
writers should specialize. Don’t simply say : 
“I write all kinds of ads, booklets, circulars, 
etc.” Name the special features where you are 
strong. Classified advertisements in PRINTERS’ 
INK pay if the ads are right and the advertiser 
can “‘make good.” 

Classified pages are also useful for publishers. 
A page costs twenty dollars. If a story were in- 
serted right in the center of a page, with 
plenty of blank space around it, it would make 
a striking announcement. 

Address all correspondence, orders and copy 
to the BUSINESS MANAGER of PRINTERS’ INK, 
10 Spruce Street, New York. 








a 





PRINTERS’ INK, 


I bag PHILADELPHIA 


It is estimated 
there are over 
230,000 Homes. 


THE BULLETIN’S 


circulation 
which during the month of 
March averaged 


183,887 COPIES DAILY 
reaches a majority of these homes. 


The Bulletin’s 
cirewation figures 
include only 

the copies taken 
and paid for. 


Exchanges, 

copies used by employes, 
and all copies damaged, 
or returned as unsold, 
are omitted 

from the figures 

of the stated circulation. 


WILLIAM L. McLEAN, Publisher. 


“In Philadelphia nearly everybody reads 
The Bulletin.” 











E. J. Rincueserc, Buffalo,N.Y. 


Here is a brief story of 
success that will interest 
those who are anxious to 
know whether Powell grad- 
uates are properly grounded 
in actual experience before 
filling important positions: 


Quickly Qualified as Adver- 
tising Manager. 
BurFato, N.Y., Dec. 19, 1903. 
Mr. George H. Powell, 
Temple Court, N.Y.C. 
Dear Sir-I take pleasure in 
informing you that I have secured 
a permanent position as manager 
for H. J. Clark & Co., Buffalo, 
N.Y., and have full charge of the 
advertising department. The 
course of advertising which I took 
with you made me efficient to fill 
this position. 
Thanking you for past favors, I 
am, yours very truly, 
E. J. RinGuEBERG, 
_ Advertising Manager. 


But the employer—the 
Clark Agency—wants a 
hand in the proof, and here 
it is: 

Local and Long Distance 
Telephones. 
H. J. Crarx & Company, Inc., 
ADVERTISING, 

Burra.o, N.Y., Mar. 11, 1904. 
George H. Powell, Esq., 

Temple ( ourt, N.Y. City. 

Dzar Sir—We have your in- 
quiry of March the ninth relative 
to the efficiency of Mr. E.J. Rin- 
gueberg, who came to us recom- 
mended by you, and we are pleased 
to say that Mr. Ringueberg’s 
work is entirely satisfactory and 
that he has proven thoroughly 
competent to fill the position as 
manager for us. 

Very truly yours, 
H.J.C.to No.3. H. J. Crarx. 











PRINTERS’ INK. 


Can I Double 
Your Salary 


. 4 : "ET Cee 


re 


My ads in PRINTERS’ INK are for a double 
purpose : 

First, the encouragement of worthy young 
men and women who, through my System of 
Instruction by Correspondence, will be ca- 
pable of earning from $25 to $100 a week as 
ad writers.— 

Second, the furnishing of proof in shape 
of magnificent testimony so that every adver- 
tising agent, every publisher and every busi- 
ness man in the land can easily verify the fact 
that I teach practical, actual advertising so 
thoroughly that no possible doubt can exist 
as to its great worth. 

This week I illustrate the achievement of a 
Buffalo student who is now manager of a well- 
known advertising agency, and such a difficult 
position every advertising authority will agree 
is the most severe test of my ability to teach. 

Last week PRINTERS’ INK devoted about 
four pages to aninterview with me, and the su- 
periority of my methods was freely admitted. 

It is the only endorsement this great au- 
thority ever gave an ad school, and the real 
reason was because the Powell System is 
to-day the best in existence. 

My fine Prospectus with remarkable fac- 
simile proof gives all the facts, and I will 
mail copies free on request, Advertising 
men are invited to investigate my Course at 
my office at any time. 


George H. Powell, 1272 Temple Court, New York 
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Evening Paper 


CLARKSVILLE, TEXAS, Feb. 23, 1904. 


Editor Printers’ Ink: 

Are the New York Evening World, the Philadelphia Bulletin 
and the Chicago ews the greatest evening papers? We haveiton 
the authority of Mewspaperdom that they are, and your reproduction 
of Mewspaperdom’s article in your issue of February 17. The great- 
est may be one of the trio mentioned, but the best—there’s some 
difference in the meaning of the two terms—is not published in either 
of the great population centers. It has its home at Kansas City, 
Missouri, U. S. A. It is The KANSAS CITY STAR, of course, and its 
equal as a well balanced, all ’round newspaper for local and distant 
readers does not exist. There is not a single department in which it 
does not excel. 


Mechanically it is practically perfect from the head-line over the 
first column on page I to the last period on the back sheet. Editor- 
ially it is more entertaining than the New York Su and more in- 
structive than the Evening Post, From the editor-in-chief to the 
rawest reporter on the city editor’s staff there is but one thought in 
their work—to do it right. Pellucid English, rarefied syntax and ir- 
reproachable diction come to them without striving, and the reader, 
however ignorant of such things, feels the uplift unconsciously. 


THE STAR’s news drag-net is so constructed that nothing of im- 
portance escapes its silken meshes, while most of the dull and 
“uanfittin’” passes through. THE STAR was never known to abandon 
its readers in the middle of an interesting news story. It carries 
them through the warp and woof of the case and then gathers up 
the loose threads and weaves them into short, illuminative para- 
graphs cut just to the requisite length. 


Its advertisers are neither outlawed nor invited to the front parlor 
to loll in the best chair and rest their feet on the mantel. Its classi- 
fied ads are so arranged that they invite the casual reader rather than 
repel him. In short its subscribers get more for a dime than any 
other subscribers on earth. 

This is the honest conviction of a disinterested reader who 
never saw a single individual connected with THE Star. 


J. J. TAYLOR. 
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Quality 


Automobile qwners are the best of the 
buying public. They read 


Hutomobile Topics 


which is not a trade paper, but a weekly 
magazine of this SPORT OF PRINCES. 


11,000 CIRCULATION 


not one-half per cent lost—100,000 
“General Circulation.” 


Lldvertisements in it Pay 


Write us at No. 1440 Broadway, New 
York, or call us by ‘phone 4715-38th St. 
$2 ayear. On all news stands, 10 cents. 














f=. Getting You 
- Started Right 


A great many advertisers and those who would like to be 
advertisers hesitate about writing to an advertising concern for 
fear of having to pay heavy prices for “advice,” or, what is worse, 
poms advised to expend far more money than they can possibly 
afford. 

We invite advertisers or prospective advertisers to lay their 
= before us, and we will tell them frankly what we think 
about it. 

We have saved many concerns a good deal of money in 
this way. 

If we can do anything for you, we will charge a reasonable 
sum for our services, and if there is nothing we can do for you, we 
will tell you so quite frankly, and not advise you to pursue a course 
which cannot possibly lead to success. 

Let us hear from you. . 

If you are a manufacturer and have not written for our book, 
“TRADE MARKS AND BRANDS,” do so. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City, 
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ADVERTISING METHODS OF A 
VERY LIVE TRUST COMPANY. 
This company is the pioneer advertiser 

among Cleveland banks. Its growth 

has been largely due to unique and 
aggressive advertising. In ‘the able 
hands of Mr. Rogers the advertising de- 
partment put out pamphlet after pam- 
phlet which were not only replete with 
solid facts bearing on the substantial 
nature of the institution but were sought 
after for their high artistic merit. This 
idea of bank promotion was new then. 
The principle that entered into the make- 
up of these pamphlets was to catch the 
eye of a prospective customer first and 
then have the facts so plainly and con- 
cisely stated that the eye could not miss 
them. The eye-catching was mainly done 
through half-tone reproductions of the 
beautiful interior at 121 Euclid avenue. 

When people saw these they were at the 

same time confronted with the words 

“Club-like arrangements for customers, 

reading, writing, toilet rooms,” etc. One 

of the best business pullers developed in 
the early days was the flat tin box con- 
taining four booklets—one for each de- 
partment of the bank—which was de- 
livered all over the city by messenger. 

This box was a facsimile of the boxes 

used in the safe deposit vaults, and a 

little folder that went with it told how 

it might be used to put insurance policies 

in and sent to us for safe keeping at a 

dollar a year. No publicity originating 

with the campany did more to establish 
its claim to successful originality in ad- 
vertising that the self-explanatory 
statement of resources and _ liabilities 
originated by Mr. Tillotson, and since 
copied all over the country. it was de- 
signed to be understood by any one who 
could read, and the great financial 
strength of the company was so plainly 
set forth, that much new business came 
from it. It is sometimes hard to trace 
the source of new business directly to 
advertising, but it is an easy matter to 
see the cumulative effect of nine ener- 
getic years.—The Eagle Eye, Cleveland 
Trust Company, Cleveland. 


—_ 
NO TRADE PAPER 
LY USEL 
Fifty years ago trade papers were as 
scarce as air ships now are. 
chants did not read, manufacturers did 
not advertise. Then some clever fellow 
who could write decided that merchants 
should keep in touch with their par- 
ticular line of business and all the 
changes that are constantly taking place 
in it, through an unprejudiced source. 
He proceeded to print a trade journal 
and went about looking for circulation 
for it: A lot of people told him he 
was crazy; others too polite to tell him 
so, thought it of him. They always do 
of people who are smart enough to get 
ahead of the procession. Since then 
trade journals have sprung up in hun 
dreds.. Some of these are good, some 
indifferent but none bad. They all mean 
well and would all be better if they had 
the capital and the energy to make them 
selves of value to advertisers.—Robert 
f Lee, Editor Interstate Grocer, St. 
ouis, 


IS ABSOLUTE- 
ESS. 


Retail mer-' 
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The highest art in advertising is the 
art of making it successful.—The 
Homely Philosopher, Detroit. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent extra 
Sor specified position—if granted. 
Must be handed in one week in advance, 


NEWSPAPER WANTED 


experienced and reliable newspaper man, 

in touch with modern methods, wouid lease for a 

ears & or weekly newspa- 

in five —— ——< webs a — 

a paying proposition. To a pro r hav 

good’ t reason for retiring from TCesiuens this 

offers a fine Cys Address M. L. AUSTIN, 
Room 1178, 1 jassau Street, New York. 








It’s THE BRAINS 


used in the editorial office of 7he Retail 
Merchant which causes it to be read and 
appreciated by the live merchants of the 
Southwest. It pays to advertise in it. 


THE RETAIL MERCHANT, 


DALLAS, TEXAS. 
(Member Roll of Honor). 














Of the 13 papers published in Arizona ? 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 
tabhishes a claim to a circula’ in 


tion rating 
Rowell’s News high as 


panes, Directory so 
1,500 copies. It is probable that no more than 
Foguarg ut abring Shel tet four neti 

, bu iD e ‘our months 
of 1908 the ARIZONA REPUBLICAN has issued 
more than 6,000 copies each and every day. 


YOU SURELY GAN 


If you wish—reach 15,000 fami- 
lies in rural: New England by 
placing your announcements in 

* that oldest and most reliable of 
agricultural journals 


THE NEW ENGLAND FARMER 


For eighty- two years it has been 
the “bible” of the farmers in the 
six New England States. It has 
15,000 circulation among the bet- 
ter class of agriculturalists. “For 
sample copies, rate cards, or other 
information, address 


THE NEW ENGLAND FARMER, 
Brattleboro, Vt. 
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Advertising jing Agencies. 


a under or this he head, two lines or more 
lay, 10 cents a line, Must be 
“22 in one week é week in advance. 


ALABAM: ‘A, 


A-%Z, ADVERTISING CO., Mobile, Alabama. 
Distributing and Outdoor Advertising. 


CALIFORNIA. 
Los Angeles, Califor- 


URES Sew eats, co. 
Lo Poe Place ———s any- 
where— 


nia. 
7 
outioor. ve ads. a ie plans. PO ACI: 
FIC Coast ADVERTISING, 25c. copy; $2 year. 


ea AND SWASEY, 107 New Montgom- 
cisco— est agency west 
of Chicago; occupy 10,000 sq. ft.; semploy Ci poone people; 
all orany part of an ad 
paign; can save advertisers meney roy advising i 
diciously for newspapers, billboards, wall signs, 
street cars, pa ,ete. Can place goods with 
wholesaiers and retailers. Knowing Coast condi- 
tions, we can place — advertis’g without waste. 
Write for booklets. 


DISTRICT T OF COLUMBIA. 
ad 7 by my Want Ad in 15 leading dailies. 
” d for listsand prices. L. P. DARRELL 
SDVERTISING AGENCY, Star Bldg.,Wash., D.C. 


KENTUCKY. 
M.CALDWELL Adv. Ag’cy,Louisville, plans, 
e prepares, placesadv’ng; newpapers, mags. 


MARYLAND. 
ILBOURNE ADVERTISING AGENCY, Balti- 
more. Estab. 1876. ty magazine, 
sutdoor advertising writte ned, eee. 
Don’t spend $1in Md. before getting our estimate. 


MINNESOTA. 
| Dee ete ADVERTISING AGCY., Trib- 
une Bidg., Minneapolis. Reco ized agency 
of the Northwest; gives small accounts proper 
attention. Members Americar American Adv.Agents’ Ass’n. 


NEW YORK. 


OTS AGENCY, 220 Broadway, N. Y. 
Medical journal advertising exclusively. 


G REIG 5 AGENCY, 719 St. James 
BW Bidg.. N. Y., d 


door Advertising. Large or small contracts ac- 
cepted. Consult us before placing your advertis’g. 


C KO. P ROWELL & CO., 10 Spruce St., New 

(0 York. have representatives calling in per- 
son ween Pa oy and retailers, 

State tate. offer advertisers the un- 

usual facilities oft this arevtep. Schemes for in- 

troducing and se ling goods. 


onTa AMERICAN Be STERTISING CO., the 
only co-operative advertising agency in 
existence. Places adve in all classes of 
mediums. Affiliated with the American and 
Foreign Saas £2. which handles American 
goods abroad an foreign goods in the home 
market. Coumummmanmete from _ manufacturers 
Tr output — ested. F. L. Perine, 
Ww. Seeley. eogroeent F. James 
secreta Baxter («terson. treasurer, 
100 William St., few York 


OHIO. 
tas E. RUNEY, faeces a 
nati Newspaper, 
aoeatiion, Printing, Gadeuk, Writings 


PENNSYLVANIA, 


OLEY AND HORNBERGER 
ADVERTISING AGENTS, 
9 Commonwen Bid & Phila. 
» Advertising: ) 
More 
cont os A 4 sug- 


ae 


duta 


Gray Matter,” and will be p i 
—_ ions an ices on new age magazine or 

reet car advertising; boo ets, mail cards or 
folders; to give business counsel, and to 
with advertisers who want inc: return 


HE H. 1. IRELAND ADVERTISING iammov, 
(Established 1890), 
works with as well as for clients. 
vertising in newsparers 
and magazine 
Creates i ‘series of folders and cards to 
— the trade. 
925 Chestnut Street, Philadelphia, Pa. 


RHODE ISLAND. 
F. OSTBY AGENCY, Providence—Bright, 
catchy “ad ideas,” magazine, news- 
paper adv 


CANAD. 


H°%. often agents of American firm 8 tell us 
that their evertens | pi coupeeuve ‘Deomiae 

notin harmony with C: 

We can get Os it best be. ee = n appropriation 

in Cana: rrespondence soli 


DESBARATS ‘ADV. AGENCY, Ltd., Montreal, 
ro 
MAMIE’S ne tear TAKES 
A GR .! DEAL OF MAIN 
IN ING. 


You may think that the young lady 
who waits on you in the hosiery depart- 
ment is just plain Lizzie Scruggs. You 
were never more mistaken in your life, 
She is a haughty Duchess, the heroine 
of her own little romance, temporarily 
stooping to this menial service, until the 
arrival of her liberator. She is, of 
course, unlovely and ridiculous in her 
assumed character, in her chilly patron- 
age of all the plainly-dressed women 
who stop at her counter. She might be 
beautiful in her true self if she would 
only make a profession of her work and 
a business of being sweet tempered and 
genuine. The trouble with Mamie back 
of the lace counter is a wrong point of 
view. She wants to be a perfect lady, 
but her idea of asserting her good 
breeding resembles that of Mrs. Casey 
in her quarrel with the Dago woman 
over the back fence. Carriage trade” 
and ‘‘charge customers” do not perhaps 
afford a good school of manners. This 
country is full of beggars on horseback 
who try to ride over their fellows. Many 
people are afraid even to be civil to a 
waiter for fear the waiter will think they 
are no better than he is.—George L, 
Dyer, in Mahin’s Magazine. 


+0) 
TAKING OUT THE WHEELS TO 
FIND THE SOUL. 

It will be a great day for advertising 
when men see it in a large way and stop 
taking a part of it for the whole—when 
they understand that the vital parts of 
advertising are the things that go with 
it and that advertising is a moral force 
and not a mechanical toy. Rule twist- 
ing and type sticking and stamp licking 
and space measuring all have their 
place and their value. I do not depre- 
ciate them when I say that they should 
not be permitted to obscure the view. 
Mechanical details have a great fasci- 
nation for most minds, especially the 
mathematical American mind. The aver- 
age business imagination does not rise 
much higher than it can travel in a 
passenger elevator. An increasing num- 
ber of men refuse to believe in all but 
the things they can touch and see, and 
it is perhaps natural they should dwell 
upon the material, obvious aspects of the 
subject and miss the soul in the ma- 
chine. Advertisers pay for space, buy 
cuts and copy, set the wheels in motion 
and stand by to see them run, If the 
things desired do not promptly happen 
it is plainly the fault of the agent or 
publisher and they begin to tear things 
to pieces like a child that wrecks a toy 
because he lacks the intelligence to make 
it work.—George L. Dyer, in Mahin’s 
Magazine. 
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Readers of PRINTERS’ INK are invited to send 
curds or circulars, and any other suggestions 
a 


READY-MADE ADVERTISEMENTS. 


model advertisements, ideas for window 
for bettering this department. 











































Some custom tailor or dealer in 
ready-made clothes for men_ is 
making a mistake if he can get Mr. 
Atthur D. Ferris to write his ads 
end doesn’t. Mr. Ferris, while a 
general writer, seems particularly 
happy in the preparation of cloth- 
ing “copy,” and has a style that is 
all his own. He has a way of 
utilizing current. events to make 
his copy interesting, without 
Gragging them in by the hair or 
allowing them to interfere with a 
telling presentation of his proposi- 
tion. The ads reproduced below 
are old ones, and none of them 
happens to be of the kind just re- 
ferred to, but they are sufficiently 
out of the rut to justify their re- 
production as examples of good 
advertising for a custom tailor. 





The clothes you buy here will be 
tailored right up to the date of your 
order; because being made to measure 
our cutters give them the very latest 
style. 

Styles change. 

Example—The ‘dead”’ raglan overcoat. 

How can ‘‘Ready-made”’ stores give 
you the J/atest style?—their clothes are 
made up in advance. 

Suits or overcoats MADE TO OR- 
DER, from $15 up. 

It it’s a Loftus’—it’s 

W. © LOFTUS & -CO.; 
Custom Tai:oring Only, 
1191 Broadway, near 28th St. 


“up to-date.” 





There’s a difference between finding 
your size and finding what you want 
in your size. 

It’s generally the case that “if” the 
ready-made double-breasted suit were 
single-breasted you’d take it, and “if” 
the cut-away suit were a sack that 
would suit the “‘other fellow.” 

Here you find what you want, have 
ne as you want it, and made to 


$12.50—worth double. 


“Keep-Busy” Sale ends September 


st. 
Make tracks this way. 
Painstaking care makes Loftus’ suits 
wear. 
W. C. LOFTUS & CO., 
Custom Tailoring Only, 





THINK IT OVER. 

Clothes either improve or mar a man’s 
appearance. 
Ready-made clothes at their best are 
only ready- made—they are made to fit 
“modeled forms’—not your form. 
MADE TO ORDER clothes are made 
from a pattern; drafted to fit the form 
of the individual who is to wear them. 
Ready-made clothes are not “up-to- 
date” clothes, because they have to be 
made up in advance, and any new styles 
that come out cannot be given them. 
MADE TO ORDER clothes can be 
given any style you want, up to the day 
you are measured. 
Unlike the ready-made stores, we don’t 
try to fit you to the clothes—we make 
the clothes to fit you. 
Suits and overcoats made of goo? 
material, tailored in the very latest 
styles. 
$15 and up. 
It’s ‘‘up” to you. 
If it’s a Loftus’—it’s 

W. C. LOFTUS & CO., 


Custom Tailoring Only, 
1191 Broadway, near 28th St. 


“up-to-date.” 





Very Attractive. 


| “Brown Betty” 
Tea Pot 


The daintiest and most home- 
like receptacle in which to 
brew tea; made of the finest 
grade of earthenware of rich 
brown tint, and covered with 
sterling silver in beautiful 
scrolls and shields; a most 
artistic effect. Price $13.50. 

Our catalogue of Dia- 
monds, Watches, Jewelry and 
Silverware sent free on re 
quest. 


JACCARD JEWELRY CO., 
1032 Main Street, 
Kansas City, Mo. | 








Short and Sweet. 


Chocolates, 20c. 


Our famous. brand of 
Venetian chocolates at a very 
low price. Bitter chocolate 
coating and rich mellow cen- 
ters—no superior in quality 
and workmanship, twenty 
varieties, in 1, 2, 3 and 5 
Ib. boxes, per Ib., 200. 


THE FAIR, Chicago. 

















1191 Broadway, near 28th St. 

































































































































































Sensibly Said. 





Appearances 


Some women buy a steel 
range because it looks very 
attractive as it stands on 
the store floor. Lots of 
nickel plating to show it 
off and catch the eye. Did 
se ever stop to consider 
ow much this plating 
costs, how hard it is to 
keep clean, and how little 
it improves the cooking 
qualities of a range? The 
“Majestic. manufacturers 
do not believe in this 
nickel trimming; they 
spend their money on im- 
proving the inside of their 
range. We have sold this 
range for seventeen years 
and during that time the 
400 users have not paid 
out $10.00 for repairs. 


MAJESTIC EXHIBIT, 
March 14th to roth. 

















A. P. ELDER, 
Ottawa, Kansas. 





You see, it takes quite a bunch of stamps 


to get anything. 














































































































































































































ra 
Why We Chose 


the Blue Trad- 
ing Stamps 

The Blue Trading Stamp 
system, devised by the Bene- 
dict-McFarland Co., is the 
best in the world. It was 
not adopted by The Big Store 
until it had been subjected 
to a crucial test of severe 
examination and_ carefully 
compared with all the others 
in use. With all trading 
stamps that are issued, ex- 
cept the Blue Trading Stamp, 
it takes one thousand stamps 
to complete a book, and no 
premium is given for less 
than one book. With the 
Blue Trading Stamp 990 
stamps complete a_ book. 
Moreover, if you wish, you 
receive a 

Premium for 300 Stamps. 

Premium for 600 Stamps. 

This obviates the necessity 
of waiting until an entire 
book has been collected. An- 
other point, and the one that 
decided The Big Store in 
its choice of the Benedict- 
McFarland system, is - 
the Blue Trading Stam ew 
tains the most practica and 
by far the most valuable 
premiums. 


SIEGEL-COOPER CO., 
Chicago, Il. 
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Safe Deposit. 





Keep their valuables beyond 
the reach of thieves, fires and 
floods. Let us have the 
custody of yours—you can- 
not always guard them—we 
can; itis our special business. 
Five Dollars a Year pays for 
every safeguard that modern 
skill has devised. 


NEW ENGLAND NA- 
TIONAL BANK. 
Ground Floor, 
oth and Wyandotte, 
Kansas City, Mo. 


Kin 
Prudent People 





Custom Tailoring. 





Remember! 


Clothing without style is like 
a violin without strings— 
minus its soul. But even 
style in clothing would count 
for little if quality were 
wrong. Everything wanted 
in a suit of clothing you'll 
find in one of our Suits to 
Order for $15.00. 

Style, Workmanship and 
Quality. You can _ choose 
from Scotch Mixtures, Che- 
viots, Cassimeres, Worsteds 
and Serges. 

Drop in and talk it over. 


N. C. GANSTER & SON, 
The Popular Tailors, 
208 North Gay Street, 

Near Saratoga, 
Baltimore, Md. 








nother Good One for a Stationer, 





‘‘Your Station- 
ery Reflects 
your Breeding’”’ 


says a recent writer. 
If you want to be correct 
in stationery this year—bet- 
ter depend on .us. 
Our “Highland Linen,” 
the finest fabric paper made, 
comes in proper sizes for 
acceptances, regrets, notes 
and letter writing. Only 35c 
by box or quire. 
For a cheaper paper, cor- 
rect in shape and tint, see our 
“Linen Lawn,” only 32c a 
pound. 
If it’s a good thing in sta- 
tionery it’s here. 
HANFORD & HORTON, 

6 North Street, 
Middletown, N. Y. 
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BILLBOARD ADVERTISING. 


By the Outdoor Advertising Department of the Ben B. 
Hampton Co., 7 West 22d St., New York. 





aaa 


In the old days the billboards 
were used largely to set forth the 
name of an article in big plain let- 
ters on an equally plain, unattrac- 
tive background. Some advertisers 
stick to that method. still, but 
modern poster art is changing 
methods—has changed them, con- 
verting what some people consider- 
ed eyesores into things of beauty. 
Nowadays a mere name, no matter 
how large the lettering, is not suf- 


than too little in a poster. Select- 
ing two or three words which will 
tell a story that seems to need as 
many dozen, is a difficult matter. 
Getting the paper ready for post- 
ing includes making a design that 
will attract the immediate attention 
of every one, please every one and 
leave a lasting impression; finding 
just the proper wording; having 
the whole lithographed in the right 
way at the right price. These 
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“BETTER 
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a Pate 
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STRAIGHT FRONT+»oDEEP HIP. 





ficient to constitute a good poster. 
There must be a phrase or two, 
very short, telling what the goods 
are, and their chief point of merit. 

The artistic side of the poster 
must be not only ornamental, but 
illustrative and ornamental. The 
plan, design and lettering scheme 
require the best thought of men 
experienced in this class of work. 
It is far easier to say too much 


preliminary details are more than 
half the battle in poster publicity. 

The other half of the battle is in 
the way the posters are used. 
There must be an intelligent plan 
for billboard work—a plan fitting 
in perfectly with the other adver- 
tising that has been done or is to 
follow. Otherwise, the best posters 
ever made will prove of little 
value. Posting must be done sys- 
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tematically, and with a clear end 
in view. 

First must be chosen the States 
or groups of States to be covered, 
and the order in which they are to 
be covered. Then the cities must 
be arranged, and lastly the par- 


Sold Ev verywhere | 23 


ticular sections of each city to be 
covered. For example, with a pro- 


position that appeals chiefly to 
business men, your posters should 
be placed in the business section of 
the city. If you want to reach 
housewives the billboards of the 


residence section must be used, and 
there are commodities that are best 
advertised on the boards in the 
neighborhood of shops and fac- 
tories. 

What may be accomplished with 
posters is best shown in the form 


a Oe 


cts. 

of a compar.son between news- 
papers and billboards. In no sense 
is it the intention to advance bill- 
boards as a substitute for news- 
paper space, but merely to show 


that billboards are an auxiliary 
medium very reasonable in cost. 
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Newspapers and boards are the 
two most effective means of wield- 
ing sledgehammer blows in a given 
territory. The advertiser can use 
pages, half-pages oor perhaps 
quarter-pages in the dailies, or 24- 
sheets, 12-sheets or even 8-sheets 
on the boards. Either will give 
tremendous, attention-compelling 
display. A full-page ad in the one 
leading newspaper in a reasonable 
number of cities will cost some- 
thing like $20,000 for one insertion. 
This sum spent on billboards in the 
same cities will make a good strong 
display of 12-sheet posters for one 
month. The newspaper advertising 
will reach not only the cities in 
which the papers are published, but 
a wide sweep of neighboring terri- 
tory. The posters will appear only 
in the cities proper and their im- 
mediate suburbs. But no single 
paper thoroughly covers a city, and 
the newspaper ad lives little more 
than a day. The posters, on the 


other hand, thoroughly cover each 
city, and they live for a month. 
From the publicity standpoint the 


bilboard’s value is far in excess of 
the newspaper’s, cost considered, 
if the commodity can be wholly 
advertised by billboards. The 
shrewdly planned campaign would 
combine these two different medi- 
ums—the short-lived, widely dif- 
fused, expensive newspaper space 
with the long-lived, concentrated, 
cheaper poster. 

The newspaper ad should convey 
to the reader a news message—a 
story and an argument. No lengthy 
argument can be advanced on the 
poster. Its value lies in strong 
display—its ability to place the 
name of an article prominently and 
frequently before the people. A de- 
partment store takes a page in a 
Sunday paper and fills it with 
closely printed store news. That is 
advertising in the sense that ad- 
vertising tells a story or offers an 
argument in attractive form. <A 
breakfast-food manufacturer’s page 
ad in a newspaper, on the other 
hand, is divided into three quarters 
of a page for an attractive picture 
and the name of his article, and 
one quarter for arguments as to its 
merits. One-fourth of his space is 
advertising equal to store news, 
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while three-fourths is simply dis- 
play, or “publicity” as it is techni- 
cally called. It is sound sense to 
say that if a quarter page in the 
paper had been used to present the 
argument and the cost of the other 
three-quarters spent in posters, 
greater effect would have been ob- 
tained. 

A page in the two New York 
evening papers of greatest circula- 
tion costs about $1,800 on a basis 
of using other space during the 
year. Now, $1,800 will post 2,800 
8-sheet posters for two weeks or 
three weeks, or 1,400 8-sheets for 
twice that period. This quantity 
of paper covers Greater New York 
in a pretty thorough manner. The 
department store needs its page to 
tell live store news. The break- 
fast-food man told his story in one- 
fourth of his page, using three 
times as much space for display. 
Wouldn’t his display have been 
bigger, louder and longer lived if 
scattered over the billboards of 
Greater New York and kept there 
two or three weeks? 

In small cities there are just as 
good arguments for display adver- 
tising on the billboards. In the 
ordinary city of 25,000 population 
the cost of a newspaper page put 
into billposting will “smother” the 
town with posters for a month. 
The advertiser who must tell a 
story — advance extended argu- 
ments of an educational nature— 
needs the newspapers. But the ad- 
vertiser who can tell his story in 
strong, bold display—or tell part 
of it in that manner—can unques- 
tionably buy the most for his 
money on the billboards. 

Billposting should not be con- 
fused with “paint,” as painted bul- 
letins are called. “Paint” is ex- 
pensive when compared with bill- 
posting. A poster can be changed 
as often as desired—put on for a 
week and off for a month, then on 
for another week—and the cost of 
paper does not make this extra- 
vagantly expensive. Painting is 
naturally an expensive operation, 
especially when good paint and 
good workmanship are employed. 
The advertiser who desires to stay 
on one set of boards for three 
months or longer may find paint an 
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attractive medium. The weakness 
of these permanent stands, how- 
ever, is that the psychological 
value of outdoor advertising seems 
to lie in its big, sudden effect. It 
strikes hard. You are riding down 
Broadway and see an enormous 
whiskey sign on the side of a 
twelve-story building. It deals you 
almost a palpable blow. Next day 
you pass the sign—and you notice 
it is still there. Next day, and 
next, and next—but within a week 
you have forgotten it. Isn’t that 
about the way it works? Well, if 
you can put that sign where enough 
new people pass it every day, it 
may pay. Such locations are rare, 
and of course the prices are high. 
With posters the advertiser can be 
on and off—off and on. Quick as 
the novelty is gone he can drop 
out for a period, coming back later, 
fresh and new to the great -public 
eye that is always seeking some- 
thing novel. 
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MASSACHUSETTS BARS TRADING 
STAMPS. 

SPRINGFIELD, Mass., April 7, 1904. 
Editor of Printers’ INK: 

In the interesting report by Mr. W. 
F. Hamblin of his investigation of the 
newspaper situation in Springfield, which 
is printed in your issue of April 6, ap- 
pears the following: 
acres devas cas 14 


r stores. Earl 
m made a pu t 
no advertising would be carried con’ an 
reference to trad yi y This was un oube- 
_ done at the tance of the two leading 
res. 


It is not true that the Republican has 
ever “made a public announcement that 
no advertising would be carried contain- 
ing any reference to trading stamps,” 
or that any one connected with any store 
in Springfield ever made a_ suggestion 
that we should take such action. 

The legislature of Massachusetts at its 
session of 1903 passed a law which was 
obviously intended to suppress the trad- 
ing stamp business. When that law 
took effect the Republican notified pri- 
vately its advertisers who were using 
the stamps that it could not thereafter 
allow any reference to the stamps to 
be made in advertisements published in 
its columns. This action was taken 
without anybody’s suggestion, on the 
ground that this paper could not afford 
to be a party to the violation, even in 
spirit, of a statute of the Common- 
wealth. , 

It would therefore appear to be in- 


cumbent upon Mr. Hamblin to find some 
other reason than the one he has given, 
for the favor with which the Republican 
is regarded by the leading department 
stores of Springfield. Yours truly, 
Sami. Bow .gs, 
<+o>—__— 
A GOOD EXAMPLE. 

Harrispurc, Pa., April 6, 1904. 
Editor of Printers’ INK: 

We send herewith a display adver- 
tisement of a condensed report to the 
Comptroller of the Currency from the 
First National Bank of Harrisburg, Pa, 

Bank statements are usually set in the 
news type of a paper, and, at the best, 
are only noticed when looked for or 
stumbled over in reading. 

Even the most casual reader cannot 
overlook the enclosed advertisement. 
(Ten by six and a half inches in ori-. 
ginal.) That this form of advertising 





STATEMENT OF CONDITION OF 


THE 
FIRST NATIONAL BANK 


OF HARRISBURG, PENNA. 
At tbe Close of Business March 28, 1909 


RESOURCES 
Loansand Discounts += + + + $895,227.60 
Bonds aod Securities. + *° + + 617,709.81 
Due From Banke + : e+ $47,841.63 
Casband Reserve - + + + _ 194,181.49 
$1,854,960.53 
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Circulation -. : 
Deposits 


LANB & HART, Presideat 
W. |. CALDER, Vice President 
JAMES BRADY, Cashier 


DIRECTORS. _ 


Witten, ExTi. Ree 


statements brings good results in the way 
of favorable comment, is demonstrated 
by the banks of Atlantic City, New Jer- 
sey, which have used this form for the 
past three years. Of course, each bank 
makes a formal detailed sworn report 
to the Comptroller besides this one, but 
it is published in small form, as the 
general public has no time for the mass 
of statistics of this latter report. 

Trusting that you can find space to re- 
produce the clipping, we are, 

Yours very truly, Cy. E. Cooper, 

Business Manager the Patriot. 


+> 


IF ready-to-eat food continues to in- 
crease in popularity, men will in time 
cease to worry their wives about “the 
kind that mother used to make.” 


A pitHy booklet from Grit, the 
Williamsport, Pa., family weekly, tells 
how the paper is made and shows a map 
on which circulation is indicated by 
States. 
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RIPANS, BLUE GLASS INHALER sent by mail Cite, hay fever, wet feet, asthmatic attacks, 
to any address, paid, on receipt of price, stormy days, each has served to bring the ten- 
§ cents. The Ripans Blue Glass Inhaler is a dency into = prominenes. His remedies 

wrerzul pe, ih oe for Colds, sore have i p- emneemre, expectorants 
Fhroa hma, Hay garg: pe especial Three 
Nose, ropenitie. 7 ond = ago he was oy 4 ds with the iistie- 


litis and all diseases of the 


The inventor or discoverer of this in- 
haler is a man of newt seventy years. In his pom 
twent tieth year,nearly Throat ago, he suffered newing fuld of 
—_ a di ptheritic fore throat and has — pm od of the Inh 
since been wholl from annoyances su mouth, was generally effective for a —_ mee nod 
gesting, more or Yess: th the origin of the trouble. peated applications on occasion, more and more 
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think the offer on the other side will 
has been very helpful to me and I bel 








| 





>. 





62 PRINTERS’ INK. 
te, tically banished th laint Id not f thousand dollars 
remot praci iy e come n vee as is lors part with his 


which, if it now shows any tendency to 
ibs so imm: toa Mul shat satis fo revive ita powers after Qs 


I OMPANY, No. 10°8 

had not pgortousty known in PANS wafeMtoal C COMPA No. 10 ak 
ty years. He is heara uently Street, New York. 

to assert that, could he not ae another, he 


PRINTE RS’ IN K THE LITTLE SCHOOLMASTER 
IN THE ART OF ADVERTISING 

“Some men pay $10,000 for an expert to manage their 
advertising. There are others who pay $5.00 for an annual 
subscription to PRINTERS’ INK and learn what all adver 
tisers are thinking about. But even these are not the ex- 


tremes reached. There are men who lose over $100,000 a 
year by doing neither one.” 











Publisher Printers’ Inx, 


10 Spruce Street, 
New York. 


Please send me Printers’ Ink 
for four weeks, for which I inclose 
10 cents, as I wish to examine the 
paper with a view of becoming a 


regular subscriber. 
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WON BY STRATEGY 


Some time ago I received a letter 
from a Canadian publisher, which 
reads as follows: 

“Your ads I always read—can’t help it; they’ve indelibly 
impressed themselves on my brain. Perhaps you'll think I 
haven’t much of the latter, as I have not tried yourink. But 
mayhap some day your ads will drive me to that. For the 
present, I want your new book. Success—you deserve it!” 

I published the above in one of my 
advertisements and called attention to 
the fact that it was ink orders I was 
after, and not empty praises. Several 
weeks afterward, the genial fellow 
who thought so much of my ads felt it 
his duty to favor me with an order and 
wrote as follows: 

“DEAR SIR: 

“At last I come—seen your recent roast on my praising 
without doing, but this is the first opportunity I have had to do, 
so here goes for a trial. Kindly ship at once a 100-lb. keg of 
news ink. Hope to secure a larger quantity next shipment, but 
this is ample to give you an idea of what kind of ink we require. 
Also enclose order for the very essential $5.00.” 

The purchasers of my inks are 
fully protected by my guarantee that 
if the goods are not found as repre- 
sented the money will be refunded 
along with the cost of transportation. 
Send for my price list—it contains 
many useful suggestions for relieving 
troubles which are unavoidable in a 
busy pressroom. 


Address 
PRINTERS INK JONSON 
17 Spruce St. NEW YORK 
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Printers’ Ink 
Offers to do 
Work for Money 


Publishers in towns that support a daily paper, or more 
than one, and who have confidence that the more the world 
knows about them and the field they occupy the better it will be 
for them, their field and the world, are advised to read the 
newspaper reviews of Worcester and Springfield, in Massa- 
chusetts; Hartford, Meriden, New Haven, Waterbury and 
Naugatuck, in Connecticut, as published in Printers’ Ink 
issues of April 6th and 13th; also the reviews of Bridgeport 
and other places which appear in this issue, and to note that 
PRINTERS’ INK is now prepared to investigate any field to 
which its attention is invited. 

The conditions upon which the examinations are made and 
the reports published are these : 


Everything that appears as reading matter in PRINTERS’ 
INK goes in free. 

The reporter who visits the field will report the conditions 
as he finds them, and his report will not be exhibited to local 
publishers until after its appearance in PRINTERS’ INK. 

It is intended to visit and report upon every American town 
in which a daily paper is issued. The time of the visit and re- 
port will be at the convenience of PRINTERS’ INK. 

If a special report at a specified time is required, it will be 
made, but in such case the interested parties will be required to 
advance a sum sufficient to pay the reporter’s expenses. This 
sum will in no case be less than $50.00 nor in any case over 
$250.00, except for towns beyond the Mississippi, for which a 
special rate will be charged. 

Those who pay the cost of the inquiry will have no privi- 
leges or better treatment than will be extended to those who 
have no share in the expense. 

The benefit, if any, will come from having the advertising 
public better informed about facts and conditions as they do 
exist instead of as they are supposed to exist or did at one time 
exist. 

Interested parties are invited to address PrinTERS’ INK, 
No. 10 Spruce Street, New York. 





